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ADVERTISER'S WEEKLY 


Six-point Rate 
Card Plan 


Sm,—Some long time ago 4 
Suggestion was made to the pub 
lishers that they should make 
uniform the size and style of their 
rate cards. Although some con- 
siderable advance has been made, 
mostly in the case of the larger 
publishers, it does not prevent 
them from sending large broad- 
sheets, and even foolscap folders, 
and many send out their rates in 
the form of a letter. It is prac- 
ucally impossible to keep a neat, 
tidy and efficient rate card filing 
system, and unless the agent tele 
phones for the rates it is ex- 
tremely difficult to be sure that 
the advertising orders are sent 
out correctly 

Some publishers omit to put 
the date on their rate cards, and 
rates can only be judged by the 
fact that owing to the general rise 
in prices, the highest figure is the 
current one 

We suggest that the publishers 
should adopt the following sia 
point plan 

Standardise the size of thei 
rate cards. 

Issue new cards on the Ist of 
each year, or some other date 
agreed by all 

Maintain this rate until a new 
card is issued 

Give three months’ notice cf 
rate change 

Each class of publication should 
have a different coloured card, 
i.e. White for newspapers; Yellow 
for women's journals; Blue for 
technical publications; Red for 
home journals; or some other 
system for quick reference 

The colour printed on these 
cards could be further sub 
divided, for instance—-red on 
white, national newspapers; blue 
on white, weekly newspapers 
green on white, Sunday news 
papers And so on through al! 


groups, so that We can say to the 


Lamy 


TO THE 


LETTERS 


EDITOR 


“Junior” “All the red on white 
cards please.” 

These six points would enable 
appropriations to be properly 
costed, save endless correspon 
dence and misunderstanding, 
avoid loss of valuable time, save 
correspondence and telephoning. 
and be invaluable to the provin- 
cial agencies. 

Most important of all, agency 
discoum should be increased to 
IS per cent. 

R. E. F. HARWOOD 
Harwood Press (Advertising) Ltd 
Harrow, Middlesex 


, fe ' 
Future Of Day-Glo 

Sin,—-The arguments put for 
ward by Mr. Graham Catmur last 
week concerning my article on the 
future of “Day-Glo” were most 
interesting. | agree with every 
point 1 should agree: I first 
raised all those that were basic 
and relevant to the subject in the 
earlier article to which he refers 
So I don't think I'll argue with 
him. 

ALAN BETTS 

Leon Goodman Displays Ltd 
119-125 Whitfield St.. W.1 


“Rainbows And 
lronmongers”’ 


Sin, 1 have read with interest 
Mr. McCririe’s letter in which he 
disagrees with my contention 
that “90 per cent of the goods 
sold through British Lronmongers 
are either unbranded or are 
branded in a half-hearted 
fashion.” 

Mr. McC riric shows that an exact 
definition of the term ironmonger 
s hard to find and asks whether 
includes builders merchants 
Timothy Whites, Selfridges hard 
ware department, etc As well 
night he ask whether the term 
obacconist includes the Co-ops 
Woolworths, cinemas and public 
houses, all of which sell cigarettes 

| am sure he does not blame 
the inadequacies of the 
English language. My figure of 
4 pe cent Was not 4 guess 

gh necessarily it was an 


nate 


if Mr. MeCririe considers more 


than 10 per cent of the goods 
sold in an “average ironmonger's 
shop” are well branded then 
plainly he and | differ on what 
constitutes good marketing. 
Perhaps this is because, as he 
rightly points out, | have not 
spent my life in “so called iron- 
mongers shops.” 
Fate has been kind to me. 
RONALD VICKERS 
Old Vicarage, 
Little Wymondiey, Herts. 


Vouchers And 
Accounts 


Sik, In your issues of Septem- 
ber 21 and October 27 were letters 
trom advertising agents describ- 
ing difficulties experienced in 
dealing with the Provincial Press 
over matters of vouchers and 


accounts. Your correspondents 
quite rightly name no specific 
papers. 


However, | should like to ex- 
press the willingness of the Pro- 
vincial Press, as represented by 
the Newspaper Society, to do all 
that is possible to make local 
Press advertising straightforward 
and rewarding. It is only by con- 
sulting the needs of advertisers 
and agencies that we can do this. 

May I, therefore, say that | am 
very ready at all times to take up 
matters of Spécific complaint for 
which a solution may be found 

R. W. GRUNDY, 

Advertising Information Officer, 
The Newspaper Society 
Salisbury Square House, E.C.4. 


, 
State Salary 

Sirn,—It would seem that many 
companies advertising staff vacan 
cres still fail to appreciate that 
the final tag to their announce 
ments—"“State Salary Required,” 
iS an Out-moded relic of pre-war 
vintage, Most good advertising 
nen already have good jobs and 
they are going to be tempted to 
reply only when they can see 
readily the possibility of an im 


provement in their financial 
status 

R.G. MORRIS 
Eastcote 
Middlesex 


hatless men 


B.F.M.P. Announce 
Layout Contest 


In the British Federation of 
Master Printers’ eighth Gold 
Medal Layout competition, en- 
trants will be required to submit 
two layouts, as called for by a 
letter from a customer This 
letter will be sent to competitors, 
together with a note from the 
master printer to his layout de- 
partment 

Entries will be judged for ad- 
vertising value, effect, suitability 
for the purpose, and printing 
practicability 

The competition is for two 
classes: I (Gold Medal) open, 
entrance fee 2s. 6d.; and Il 
(Silver Medal) for those under 21 
on February 1, 1951, or with un- 
completed indentures, fee Is 

Application may be made up 
to the closing of the competition 
on February |! 


Students Visit Silk 
Sereen Works 


Students taking the advertising 
course at the North Western 
Polytechnic, with their lecturer, 
Mr. W. Harold Butler, of Saward, 
Baker & Co., Ltd., were shown 
over the silk screen printing works 
of Display Productions Ltd., 
Holloway by the managing 
director and production chief, 
Mr. H. O. Timbs and Mr. A 
Perryman 

‘No praise is too high for the 
managements of tirms who open 
their establishments to students 
of advertising—the brains of to- 
norrow,” comments Mr. Butler. 


Counting Hats 


A survey by the Hatter’s Infor- 
mation Centre in the Manchester 
area shows that of 3,190 men 
counted, 61 per cent wore hats 
Figures taken at Birmingham 
recently showed 60 per cent cf 
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ADVERTISER'S WEEKLY 


Hang your hat 


up here 


You want your advertising to 

be resident for some time? You 
want it to be passed around the whole 
family as a matter of course? Then 
use this great home weekly. 

JOHN BULL hangs up your sales- 


man’s hat in a million and more 


| 
} 
| 


different places all over the country 
every week. It makes your brand a 
family name where family names 
matter most. It registers it with 
Britain’s great buying pool of mass 
market families. It returns solid 


sales value for every penny you spend. 


Well over a 


million net sales every week 


7 
PMILIP EMANUEL, ADVERTISEMENT DIRECTOR, OOHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, WC2 ALI-BOUND VALUE AND 4 SQUARE GUARANTER FOR 4 STRAIOMT ue 
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Sheer unbeatable value for money is the reason 
why WOMAN'S WEEKLY is such a phenomenal 
success, why it is housewives’ choice everywhere ! 
It is always sincere, helpful, interesting, enter- 
taining, and the great variety of goods and services 
offered make its advertising columns the national 
shopping guide. No wonder advertisers have 
found it is by far the most profitable medium for 


selling to housewives, 


AN 4A Pp PUBLICATION 


PAGE RATE £500 


CHAS. E. MANDER, ADVERTISEMENT DIRECTOR, 
THE AMALGAMATED PRESS LTD., LONDON 
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THURSDAY, NOVEMBER 9, 1950 


Space Shortage Means Greater 
Use Of Films, Radio 


LLP.A. PRESIDENT’S WARNING TO 
THE NEWSPAPER SOCIETY 


How advertisers, faced with reduced opportunity for Press 
advertising because of reversion to the “six-page basis” for 
newspapers are turning to other media, was described by 
Mr. Hugh T. Appleton, president, Institute of Incorporated 


Practitioners in Advertising, 
when he addressed the half- 
yearly meeting of the News- 
paper Society in London 
yesterday (Wednesday). 

“The advertiser is forced to 
try to increase his showing, 
either by size or frequency in 
the magazines, which of course 
are in a much more favourable 
position than the newspapers” said 
Mr. Appleton With the enor 
mous circulation of many of our 
weekly magazines, an advertiser 
of a nationally distributed article 
could feel that he can reach 
almost the same public in these 
magazines as by the use of news- 
papers 
More Posters, Too 

“Then the advertiser turns to 
other forms of media—to films 
and also to filmlets, especially of 
the coloured cartoon type. The 
great advantage of these filmiets 
is the ease of localising adver- 
tising, should it be necessary 
Then he turns to more posters, 
bus sides—transport of all kinds 
where there scems to be still room 
available for him Then there 
is now, as you know, a limited 
opportunity of radio advertising, 
and there is packaging 

“There are two possible results 
from all this: (1) the advertiser 
is kicking pretty badly at rate 
increases in the Press—which is 
again accentuated by smaller 
pavers and, therefore, fewer 

lumns of advertising. and (2) 
the public may in time look upon 
the various alternative forms as 
more acceptable, and pay less 
sttention to the advertisements m 
the newspapers. To-day. increas- 
ing research into advertisement 
attention value is being made, and 


any change of public opinion may 
quickly be reflected in these 
ches I am not being 
intentionally gloorny, because | 
have great faith jin newspaper 
advertising.” 

Discussing the information 
which agents wish from provincial 
newspapers to assist them in plan 
ning campaigns, Mr. Appleton 
said an agent had two main 
queshons 

(1) What are the main charac- 
teristics of a certain area—is it 
in fact an area where local adver- 
tising would be useful for a 
particular product? and 

(2) What area does this paper 
and how intensively does 
it cover it? 

An advertiser wanted to know 
first the area covered by the dis- 
tribution of the paper, how far 
ificld its sales spread, and then 
he wanted to know in which parts 
of this area sales were high, and 
in which parts coverage was 
small 

> described 


a number 


reseal 


cover 


and commented 
of promotion 


booklets published by 
papers, saying how 
circulation details 

“We welcome the 
of these booklets said Mr 
Appleton, “and we should 
like to see them cxtended over 
the whole country What we 
want is the best of both worlds 
namely, the booklets with circu 
lation breakdowns, and also with 
the marketing information which 
they already give.” 


news 
few gave 


publication 


Arthur Phillips, director, Odhams 
Press, and advertisement director 
“Daily Herald,” “People” and 
“Sporting Life.” addressing his 
guests at a luncheon to represen 
tatives of the leading London 
advertising agencies, held at the 
Connaught Rooms on Monday 


A SCOTTISH 
CONVENTION? 


Aberdeen Publicity Club 
will be considered af a 
meeting of the Publicity 
Club of Glasgow on 
November 17 

Mr. Harry Webber, 
chairman of the Aberdeen 
Club, told “Advertiser's 
Weekly”: “A convention 
would be a good thing for 
Scottish advertising.” 


* Rebel, Says 
W. J. Brown 


Call for a spirit of rebellion in 
advertising was made by Mr 
W. J. Brown, former independent 
M_P., in a luncheon address to the 
London branch, Incorporated 
Sales Managers’ Association, last 
wee 

“A generation of salesmen have 
grown up under controls who 
have never known what saleeman- 
ship is.” he said; “and those who 
are over the age limit are not 
allowed to exercise what brains 


they possess.” 


Bolten Coutsdst 
For W. H. Smith 


£10,000 tender by W. H. Smith 
& Son for advertising rights on 
Corporation bures has been 
accepted by Bolton Corporation 
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Compromise May Be Reached In Block 
Discount Cut Dispute 


Hopes of a compromise that 
would settle the difference 
between advertising agencies 
and the process engravers over 
the question of 


risen 


discounts have 
following last Wednesday 
meeting between representalives 

the Institute of Incorporated 
Practitioners in Advertising and 
the Federation of Master Process 
Engravers 

The meeting was 
LLP.A. offices, 
Appleton 
tute, m the 
have been 


held at the 
with Mr. H. T 
yresident of the Insti 
chair. It is said to 
conducted in 
friendly atmosphere” and to 
have been “satisfactory from the 
Institute's point of view.” 

Ithough no details have been 
released, it is understood that cer 
tain representations and practical 
suggestions were made by Inst 
tute representatives, The meeting 
was then adjourned to enable the 
Federation to consider these 

The Federation proposes 4S 
from January |, to 
present discounts and to substitute 
round 2) per cent for 
monthly settlement At the same 
prices will be cut by 8 per 
blockmakers approxi 
return as before 


proposal 


abolish all 
in al 


tink 
cent to give 
mately the same 
Agencies object to the 
is it creates a breach in the estab 
lished system of agency remunera 
based on from 
suppliers 

It can be that the 
agencies are secking to persuade 
engravers that they 
a preferential rate 
of discount in acknowledgment 
of the services they render to 
blockmakers, as well as to clients 
n the exercise of then function 
rmediaries. In return, they 


} tl > - 
ire doubtless willing to agree t 


tion discounts 


assumed 


the process 


should receive 


is inte 
o 
| bl feguard rainst 
ill possible salcguards aga 
ibuse of such a concession 


(See Leader, page 10) 


‘Telegraph’ Sponsors 
Matinee 


1 he Queen and the two 


Princesses were present at the 
Drury Lane Theatre on Monday 
to sec Yesterday and Today 
itinée) 3=« show 
v Telegraph 

Vanbrugh 


ry leading 


wised 


Ah Qn 


Toy Fair News Sheet 
Tattersall Ltd., pub 
of ft Sperts Trade 


Subscribers To 
“Advertiser's 


Weekly’ 
Those of our subscribers 
who recently _—received 
emergency issues will have 
their subscriptions extended 
accordingly 


How A Newsprint 
Famine Might 
Be Averted 


Times, Mr 


president 


letter to The 
Curtis-Willson 
saper Society, said The 
n by the President of th 
{ Trade in recent debates 
hortage of 
might reconsider the 
British-made paper to 
mwealth, is a welcor 
it the problem is at |: 
official concern.” 
postponement of ship 
verseas, however, would 
itself do no more than case pre 
difficulties The world was 
newsprint famine It 
think of fresh sup 
plies of raw materials. Here was 
un excellent chance for the 
Colonial Development Corpora 
tion,” 
In the 
Lt.-Col. Sir 
ask Mr. 


newsprint 


port 
Comna 
sign tt 


ct 


arousing 
The 


nents 


sent 
facing 
was time to 


Commons on Tuesday 
Thomas Moore will 
Bevin whether he will 
consider proposing to the General 
Assembly of the United Nations 
wsprint should be pooled 

will ask Mr. Harold 

1y he permits newsprint 
xported 


hot ¢ 
that n 


Print Stoppage: No 

Serious Loss Of 

we . 
Circulations 

A surprising fact which has 
emerged from the printing dis- 
pute is that journals which have 
not appeared for several weeks 
may not have suffered serious 
damage to their circulations 
Distributors say there has been 
limited demand for competitive 
journals, Now that normal pub 
lication has been resumed there 
appears to be little objection from 
customers who are receiving More 
than one issue in a weck 

W. H. Smith & Son are testing 
the “double issue” principle, and 
reports so f indicate that it is 
not unpopular 

A few ire introducing 
sale or return for their first four 
ssues, but this is not welcomed 
returns 
rtments are now considerably 
th in before the war 

between the 
London Master Printers Associa- 
tion and the London Society cf 
Compositors are continuing, but 
atements are being issued 
by either side. Both take the view 
tha! to issue statements while the 
negotiations are in progress might 
oceedings, and subject 
ticipants to pressure from out 


journals 


by wholesalers. whose 


no st 


sources 

The parties met on Friday and 
in this week The atmos 
s understood, was 
Negotiations may be 
completed this week-end o early 

next week 
1951 Directory Of U.S. Import 
Concerns, listing a total of 10.328 
firms which have done actual im 
porting during the most recent 


two-year span, is n eady for 


Warburton LS.B.A. Vice-President 


G. Ff 
the vice-presidency © 


porated Society of Br 


Warburton has 


wh section of the 
Advertising 
was chairman o 


committec ‘ 


Assoc 


1S.B.A.’s Golden Jubile: 
ference in September 

Since 
Warbu 
directo char idr 
William ) Ltd. 
Vince Laborato ind Dr 
Earl S. Sloan ‘ t { Chis 
wick Prevx “ with 
American Home Products Corpo 
rat New York, as second man 
in > Foreign Division, Home 
Products Internat Lt of 
which he was sident 
in July 1944 


Con 


1945) Mr 
naging 
t Ltd 


ton | seer n 


made vice-p 


CHRIS 

The Co 
Society 
canon « WT 
Boxing Day, 1° 
tion of n nin 
England and W 
Day and of mort 
Day 


TMAS PAPERS 
neil of the New 
. “nded 


iper 


Running-off some of the 3 million 
copies of “Radio Times,” on the 
Daily Graphic” presses in Lon- 
don last week, after an arrange- 
ment between Eric Cheadle, and 
G. S. Strode, general manager 
B.B.C. Publications. Blocks made 
from page proofs were turned 
into plates. Printing and despatch 
took 21 hours. 


Small Nationals” 
On Saturdays 


Most London dailies are not 
working to any fixed plan in size 
reduction following the news 
print cut. Smaller issues on al 
ternate or occasional Saturdays 
are likely to be the most general 
adjustment, but in most cases it 
is emphasised that decisions are 
made at the last moment and are 
influenced by circulation require- 
ments and other factors 

The News Chronicle appears 
to express the general feeling ‘n 
its published assurance that it 
intends to keep the number of 
four-page issues down to a strict 
minimum 

Reveille has decided to reduce 
its 2} million circulation 

On Saturday in a front page 
story headed “A bitter day for 
the Daily Express that paper 
contrasted its present size “at the 
lowest war-time level” with its 
pre-war 24-page issues. It attri 
buted the change to “the inexperi 
enced and foolish policies of the 
Government.” 

The Times on Tuesday re- 
gretted “that the smaller alloca- 
tion of newsprint has necessitated 
1 reduction in the number of 
printed daily.” 


copies 


Salford: Committee 
To Fix Ad. Policy 


Salford City Council has ap 
committee to review 
sdvertising policy. 
nmend a standard 


pointed a 
Corpo! 
and to 
procedure 


This 1s the 


ation 

Teco 
result of protests 
following the Council's decision 
to withdraw advertising from the 
Salford City Reporter 

The Newspaper Society wrote 
to the Council, and the Conserva 
tive party on the Council tabled 
1 motion calling for the cancella- 
tion of the ban. The motion was 
rejected after the setting up of the 
committee had been announced 
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Deputation To Dalton Will ll Fight For 


Poster Industry 
SEVEN NAMED TO MEET THE MINISTER 


When a deputation from the Outdoor Advertising Industry — 


Advisory Committee meets Mr. Dalton at the Ministry of Town 
and Country Planning on Wednesday they will tell him that 
some sections of their industry will be killed if the 

persist in their harsh application of the Control of Advertise- 
reecrcumrmibpeeties nage poy 


IS IT A RECORD? 


€> 


ae 


This picture, of J. Bruen 
W. D. Smithers. winners of the 
“Daily Telegraph” amateur- 
professional golf tournament at 
Formby, was taken with a special 
camera owned by Henry Cotton 
His camera developed the print 
in 60 seconds, the time it took 
him to reach a telephoto machine 
in the clubhouse. It was received 
in London just over 15 minutes 
after the result of the tournament 
was known 


and 


Ventnor Move To 
Talk Advertising 


The Ratepayers and Residents 
Association at Ventnor, L.o.W., 
have suggested to the Urban 
District Council that a town’s 
meeting should be called to dis- 
cuss the question of advertising 
Ventnor nationally 


Ads. Will Pay For 
Litter Bins 


Advertisements are to be given 
a trial on litter bins in Southgate 
Contractors supplying bins will 
have the right to display on them 
an advertisement approved by the 
Borough Engineer, and will pay 
the Council 15s. a year per bin 


Two Exhibition Dates 
Fixed 

The Daily Mail Ideal Home 

Exhibition will be held at 

Olympia from March 6-31 next 


year 

The 18th (British) National 
Radio Show is to be held at Earls 
Court. London, from August 28 
to September 8, 1951. Appoint- 
ment of an cxhibition manager 's 
being considered 


Irish Censorship Appeals Board 
has revoked the ban on Woman's 
Home Companion 


Members of the deputation 
which will be fighting for the 
| life of the poster industry w 
| named this week. 

They are: George Mills 
(British Poster Advertising 
Association); H. G. Ellinger 
(B.P.A.A.); T. A. Allam (Solus 
Outdoor Advertising Associa- 
tion); J. S. Campbell (Electric 
Sign Makers’ Association); 
C. E. Hotden (Master Sign 
Makers’ Association); G. L. 
McLellan (London P.A.A.); 
and H. H. Mallatratt (secre- 
tary). 

The deputation will amplify 
protests made in an 8,000-word 
memorandum sent to the Minister 
last month 

They will take with them more 
than 100 photographs of poster 
sites rejected on appeal which, 
they contend, comply with the 
spirit of the regulations 

Special emphasis will be laid on 
difficulties facing the solus in- 
dustry Mr. Dalton's attention 
will be drawn to the fact that 
almost every application for 
planning consent to gable end 
and flank wall sites has been re- 
jected during the past three 
months. The Minister will be 
shown pictures of some of these 
sites which, the industry contends, 
ate far from damaging to the 
shopping centres in which most 
of them are to be found 

The 8-page memorandum 
covers the full range of problems 
facing the industry. These are 
the main points believed to have 
been made: 

Gable ends and flank walls 
Mr. Dalton has been told that 
grave concern is being caused by 
the present rate of refusals 

4 pplications for new sites: The 
industry has protested at’ the 
haphazard manner in which local 
authorities have dealt with appli- 
cations. 

Challenge: Protests have been 
made that local authorities are 
already indicating that they in- 
tend to take full advantage of the 
powers conferred on them. Mr. 
Dalton may be told about the 
town where all sites liable under 
the Regulation—over 100---were 
immediately challenged This 
could mean the elimination of 
this form of advertising from 
that area. 

Other points the deputation is 
likely to stress were outlined in 
ADVERTISER'S Weexty last week 


‘bed at “Better 
Housekeeping” 


The Evening Chronicle Better 
Housekeeping Exhibition which 
ran for 14 days at Manchester 


City Hall had a record attendance 


nearly 18,000 better 
previous best figure 

Excellent “business donc’ 
figures have been quoted by 
northern manufacturers 

The exhibition was organised 
m conjunction with Provincial 
Exhibitions Ltd. 


Ad. Cost Of 1951 


Festival 


Mr. Herbert Morrison, in the 
House on Monday. said that 
£94,000 would be spent on Press 
advertising for the Festival of 
Britain at home, and £12,500 for 
posters. Another £15,000 is in 
reserve for Press and poster ad- 
vertising. 

Of the £131,400 for overseas 
Press advertising, £66,512 would 
be in hard currency areas. 

Mr. Morrison told a questioner 
he had every intention that the 
estimates would not be exceeded. 


Longer Mothercraft 
Exhibition 
The second London Mother 
craft Exhibition which opened at 
the Central Hall, Westminster on 
Saturday lasts until November 14 
two days longer than last year 


than the 


Public relations department of 
Presservices Ltd. is to handle 
publicity for the 1951 Royal 
Counties — Show 


Guy Fawkes dreamt 


of a rise—and fell 
but the motorist 


only dreams of (ual) 
ore hon) 


Several big national advertisers 
exploited Guy Fawkes with 
topical advertisements last week- 
end. This Shell effort appeared 
on Saturday morning. illette 
copy declared: “Wise guys know! 

Good mornings begin with 

Gillette.” 


Rocket From 
‘Lilliput’ 

With a slip announcing that 
“Lilliput makes sales rocket up” 
Hulton Press sent out to adver- 
tusing friends a box of three 
rockets made by Standard Pire- 


works and advertised in the 
journal 


A cavalcade of fashion was 
held at Bradford by Wiley Dis- 
plays Lid. last month. Press ad- 
vertising, and the programme, 
were handled by Charles Walls 
& Partners 


U.S. Treasury Praises Direct Mail 


Clergymen and four nuns were 
among the thousand delegates 
from all over the U.S.A. and 
Canada to 
the 33d 
annual con- 
ference of 
the (Ameri 
can) Direct 
Mail Adver 
tising Asso 
ciation heard 
Mr. John 
Snyder, 
Secretary 'o 
the Treasury, 
give his per- 
sonal thanks 
to the Asso- 
ciation for 
their help jn 
stimulating the sale of US 
Savings Bonds 

Miss Kay Murphy. director and 
general manager, Linguaphone 
Institute, and immediate past 
chairman, British Direct Mail 
Advertising Association, who, as 
the only official woman speaker, 


Kay Murphy 


addressed the Conference on 
“What Britain is doing in direct 
mail,” says that in America the 
importance of direct mail adver- 
tising is recognised, not only in 
business, but also in govern- 
mental, educational, and religious 
circles 

It is practised on so large « 
scale that there are specialised 
houses for every phase of the 
business Some concentrate 
entirely on supplying mailing lists 

bookers whose business it is 
to put one firm in touch with 
another solely for the exchange 
of lists. Others, called “letter 
shops,” specialise in the writing 
of direct mail letters 

Duplicates of winning displays 
for the “Best of Industry Awards” 
shown at the conference will be 
displayed at forthcoming 
B.D.M.A.A. luncheons, said Miss 
Murphy. She herself will report 
on the New York conference at a 
8.D.M.A.A, luncheon meeting at 
the Waldorf Hotel on Novem- 
ber W 
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FESTIVAL PLANS: LATEST 


Airport Weleome For: Ad. 
Conference Delegates 


The Berks and Bucks Pub- 
icity Club is to meet ail 
delegates to the International 
Advertsing Conference arriving 
it London alr ports in July, the 
chairman, Mr. H. F. Chilton, an 
nounced last week when the Club 
was sddressed on the 1951 
Festival by Mr A & Scott 
Piggott and Mr. L. C. Chapman 
haison Officers to the Festival of 
Britain Committee 

At a Press conference Mr 
Paul Wright, director of Festival 


publicity, said advertising the 
PFestival presented a task which 
had no precedent It was an 


operation on behalf of a Govern 
ment, and co-ordination with 
other sdvertising (for British 
fournst and Holidays Associa 
ton), and with the Foreign Office 
it home and abroad, had been 
necessary 

The task was, without over 
lapping the functions of B.T.H.A 
to pubheise a full and varied 
programme, and to tell the world 
shout the Festival 

Ihe problem was to achieve 
this, within financial limitations 
in the best media available. The 
world outside U.S.A. was con 
sidered in three main groups 
Australia, New Zealand, South 
Africa, Canada, Western Europe 
territories in South America 
India Pakistan ind = Ceylon, 
colonial areas, such as Southern 
Rhodesia, Kenya, Malaya, Hong 
Kong. Bahamas, Malta, Gibraltar 


ind other remote territores 

The main scheme was evolved 
providing for six advertisements 
based on the 10 in. double, ap 


pearing between now and June 
The number of insertions will 


vary in different areas 

The copy line is only occasion 
illy vaned In some Common 
wealth countmes and in America 
there will be a reference to the 
IRS] exhibition, and in- others 
the story will lead straight in to 
Britain in 1951 

In most arcas tWo newspapers 
will be used, and the advice cf 
local Foreign Office representa 
tives W be sought on the value 
of media \ few magazines of 
nternational coverage are also 
being used 

Copy is sent in’ English ‘o 
Intam branches and associates 
translated into local idiom, and 


checked at British Embassies 


INFORMATION CENTRE 


An information centre will be 
opened by the Festival of Britain 


Office in January at Swan & 
Fdgar's, Piceadilly Circus It 
will be staffed by linguists speak 
nz the major European langu 


FESTIVAL OF BRITAIN 


new Festival type 
Festival Poster 


a high standard of 


nh open competition 


ng poster certificates will 


BRIAN HILTO 


includes Festival type, illustrated 
for the first time exclusively in 
ADVERTISER 'S;WEEKLY last week 

The new type was designed by 


Press Exchange, advertising agents 


(who was responsible 
to the Festival authorities 
the Monotype Corpora 
be available to printers and type 


setters preparing settings for Press 


Untl the Festival is over 
the new design will be 


I. C. Mitchell's 
Sudden Death 


Mr. F. C. Mitchell, managing 
director, London Press Exchange 
Ltd.. died suddenly last Friday 
aged 69. He had been a member 
of the board since 1920, and was 
chairman of two L.P.E. subsi 
diaries, Research Services Ltd, 
and Outdoor Publicity Ltd. Mr 
Mitchell was an associate of the 
Institute of Incorporated Prac 
titioners in Advertising, and + 
member of the Incorporated Sales 
Managers’ Association 

Major G. Harrison, chairman 
and joint managing § director, 
L.P.E., writes 

“From the moment that Mr 
Mitchell joined L.P.E. in 1928 
he and I have worked together 
with exceptional intimacy. Dur- 
ing nearly the whole of this time 
we occupied adjoining rooms 
This ensured that all plans for 
the development of the service 
of L.P_E. and its group of com- 
panies were mutually evolved, and 
that all aspects of administration 
were co-ordinated 

Our personal = relationships 
were based on a complete under- 
standing of each others’ point of 
view, which in time became 
imtutive rather than expressed 
This personal intimacy and under- 
standing influenced more than 
any other factor the cordial 
relationship which always existed 
between the management and the 
Board, and between individual 
directors of the L.P_E.” 

A private service was held at 
Golders Green Crematorium 
yesterday (Wednesday) 


A. E. H. Hodges 


The death took place last 
Wednesday, after an operation in 
the Royal Masonic Hospital, of 
Mr. Alban Ernest Hill Hodges, 
senior advertisement representa 
trve of the Sunday Pictorial from 
1923 wll his retirement in 1939 
He was 78 Refore the first 
world war he was with the Family 


Herald 


N APPRAISES 


yy ’ 
L TYPE 

exclusively for Festival publicity 
and for notices and signboards 
Subsequently it may become one 
of the Monotype stock face Al 
present the new face ts available 
only im caps 


Brian Hilton comments 


Any appraisement of ew 
type-face designed for a specific 
purpose is dependent on cx re 
hension of its sponsors en 
tions. | understand that I lon 
Press Exchange were originally 
concerned only to prod a 
letter design which would ike 
display lines in Festival ads and 
posters distinctive: which w ip 
propriate to the character of the 
Festival without sacrifice of 
dignity; which could he us in 
one colour or two, or as a three 


Continued on page 43 
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MEMORIAL 
SERVICES 
J. C. Akerman 


With the founding of Ap- 
VERTISER'S WEEKLY, John Camille 
Akerman began one of the three 
great enterprises of his life, said 
Prebendary A. J. MacDonald, 
rector of St. Dunstan-in-the-West 
and Rural Dean of the City, at 
a memorial service to Mr. Aker- 
man yesterday (Wednesday) 

Among about 200 friends and 
business associates present were 
Lord Kemsley, Lord Layton, 
Lady Crawford, Sir Harry 
Brittain, Messrs. L. J. Cadbury 
and F. W. Waters (News Chron- 
icle and Star), Roy Clark (The 
Star), W. W. J. Studd and W. ( 
Nisbett (Illustrated Newspapers), 
Andrew Milne (Drapers’ Record), 
Philip Emanuel (Odhams Press), 
C. Harold Vernon, F. R. Lewis, 
W. J. Garnham, C. F. Medcalf 
(Argus Press), B. H. Binder, K. M. 
Whitworth, W. A. Redpath, 
Commdr A Robertson-Mac- 
donald (Provincial Newspapers), 
Drummond Armstrong (Advertis- 
ing Association), Bernard Alton 
(N.P.A.), E. Glanvill Benn, Leslie 
B. Scott (Daily Mail), T. Pinney 
(St. James's Advertising), W. E. 
Tomlin, W Memory (News 
Chronicle), E. H, Tull (The City 
Press), Herbert Beasley (Sporting 
Record), 3. E. Berridge (The 
Observer), Alec G. Spence (Tech 
nical & General Advertising), 
W. A. Cattermole (late secretary, 
N.P.A .advertisement committee), 
D. C. Hayes (president, LA.M.A.), 
Hal Saward (Saward Baker). 
R Ww Shawcross (Yorkshire 
Evening News), Roy Hardy, E. E 
Van Lennep (The Times) 

ADVERTISERS WEEKLY was 
represented by Mr. J. Harrison 
Haworth, joint managing director, 
Business Publications Ltd... and 
Mr. John Sime, editorial director 


Lionel Jackson 

Many of his friends in Fleet 
Street and Freemasonry were 
present at the memorial service 
to Lionel George Jackson, for 
over 30 years chairman of G 
Street & Co. Ltd., at St. Dunstan 
in-the-West on Tuesday. The 
service was conducted by Preben 
dary A. J. MacDonald 

In addition to the directors and 
staff of G. Street. those present 
included Stuart Mander of 
George Newnes, A. P. Burnett 
(A.P.), Merton Barker (Charles 
Barker), Philip Emanuel (Od- 
hams), Norman Moore (S. H 
Benson), C. E. Ellery (Travel 
Association), J. H. Hille (Brad- 
shaw’s), Herbert Simms and 
Neil Gordon Clark (Matthew 
Clark) H Saward (Saward 
Baker), Norman Edwardes (News 
of the World), Leslie Harwood 
(late of London Press Exchange), 
E. Lumsdon (Westminster Press) 
V. Ewart Berry (Kemsley), Roy 
Clark (Star), W Faux (Asso- 
ciated Newspapers), J. W. Blanch 
(Daily Express), and E. Hull 
(Daily Herald) 
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CLUB NEWS 


London Hears ‘Brains’ Discuss R 


Costs Problems 


Six leading advertising men, 
representing advertisers, agents, 


and the Press, discussed such 
controversial questions as 
agency remuneration and the 


passing on of the increased cost 
of advertising, at the Publicity 
Club of London meeting at the 
Waldorf on Monday evening. 
Organised and presided over 
by Mr. C. D. Rant, editor of 
ADVERTISER S WEEKLY, the sym- 
posium was conducted with great 
good humour and hard hitting 
frankness. The six tribunes, who 
gave their own personal views 
ind not necessarily those of the 
organisations with which they are 


associated, were: Messrs. Clive 
Barwell! publicity manager, 
Mullard Electronic Products; 


J. H. A. Cocks, managing director 
Gordon and Gotch Advertising; 
Cyrus Ducker, director, London 
Press Exchange; E. C. Mackenzie, 
director, W. S. Crawford; L. W 
Needham, director of advertising. 
Express Newspapers; and C. J 
Rose, advertising manager, Scott 
and Bowne 

The first question 
the Incorporated 


concerning 
Society ot 
Advertisers resolution 
that “increasing costs of news 
print and higher production costs 
should no longer be borne solely 
by the advertisers” provoked 
lively differences 

Mr Rose said that new 
advertisers were being “strangled 
at birth.’ It was the papers’ 
turn to pay; they should consider 
whether business and industry 
had not been squeezed too far 

Mr. Needham waving the 
inch-per-thousand™ yardstick 
pointed out that circulations had 
increased in some cases by 100 
per cent. If the Express were 
to put up its price to Id. the 
extra revenue would be more 
than the advertising revenue 
Therefore the public would have 
10 be given more for their money 
and the obvious thing to do 
would be to reduce the 3 
ing columns and give them to the 
readers. No more half pages or 
6 in. doubles 

What basis, asked Mr. Macken- 


Left to right: L. W. Needham, F. € 


Rant (chairman), J. H. A. Cocks 


ze, was there for assuming that 
editorial was more fascinating 
than advertising? 


Mr. Ducker, saying it was 


monstrous that an _ industrial 
community should possess only 
one major effective advertising 


medium, believed the solution was 
to develop other media 


“The fact remains,” retorted 
Mr. Needham, “that my post 
every morning is full of letters 
from readers saying: “Why do 


you bleat about lack of news- 
print when your columns are full 
of advertisements?’ ” 

Among points made in answer 
to subsequent questions were: 

Young people in advertising 
Barwell: Advertisers and agency 
management should offer incen- 
tives for study and training and 


should themselves coach, train, 
and encourage newcomers 
Too little top-level contact 


hetween agents and advertisers” 
Rose: The qualified advertising 
manager does not need his agents 
to talk details with his directors 
Mackenzie: The average board 
of directors is one of the greatest 
brakes on business and industry 
one could meet, and the director's 
mece who did very well in her 
art schooling is a positive menace. 
Every single member of the 
board knows more about adver- 
tising than his own advertising 
manager or agent Cocks: 
After the first contact, the agent 
must press on to the point where 
directors would not dream of 
planning next year’s marketing 
and advertising without taking 
their advice. Ducker: So long as 
advertising is a detail with which 
the lords of commerce cannot be 
bothered. so long will it be a 
handmaiden of doubtful virtue. 
Awvency remuneration. Rose: 
Placer agents are not entitled o 


more than $5 per cent, service 
agents to 18 per cent. The block- 
makers have given the right 
answer Mackenzie Lawyers 


and architects are also paid on a 

Needham: If 
remunerated the 
might be a 


percentage basis 
the advertiser 


agent there lower 


Keystone Photo 


Mackenzie 
Clive 


Cyrus Ducker, C, D 
Barwell, C. J. Rose 


~ 


. 
singe 
remuneration, with scrous effects 
on advertising 
Technical advertising. Barwell 

The larger agent is not prepared 
to alter his methods to cope with 
something that is nevertheless of 


vital importance to the country 
Cocks: The way out is for certain 
agents to specialise technical 


accounts 

The biggest laugh ¢! the evening 
was raised by Mr. Mackenzie 
who referred to one of the other 
participants as “the speaker at the 
shallow end of the table.” 

The speakers and organiser 
were thanked by Mr. E. Searle 
Austin, who said that the sympo- 
sum had stemmed from the 
ADVERTISER'S Wrrxkity Conven- 
tions in Print, and by Mr. W. H 
Gollings (Club chairman) who 
large 


commented on the very 
attendance 


H. A. Oughton (left) presenting 
the F. E. Cook Cup to John 
Newcomb, Publicity Club of 


Newcastle-on-Tyne, for his work 

for education in advertising. Hon 

Denis G. Berry, club president, 
is in the middle 


Newcomb Receives 
F. E. Cook Cup 


Mr. John Newcomb, vice- 
president, Publicity Club of New 
castle, was presented with the 
F. E. Cook National Cup in 
recognition of his work for edu 
cation in advertising. at a lunch- 
econ at Newcastle, last Thursday 

Making the presentation, Mr 
H. A. Oughton, chairman, educa 
tion committee, Advertising As- 
sociation, said that when he began 
his career in advertising the only 
educational course open to him 
was American-sponsored postal 
tuition but now, thanks to men 
like John Newcomb, courses were 
available at technical schools and 
colleges throughout the country 

Mr. Newcomb paid a tribute to 
the work of Messrs. John Philip 
son, Norman Heywood, Ernest 
Ross, and A. W. McLeod, all 
Club members, who are lecturers 
at these classes, and also to that 
of Mr. Walter Pickering, a senior 
member, in charge of the junior 
section 

The Hon 
presided 


Aldwych Club Christmas lunch 
will be held at the club on 
December 21 


Denis G. Berry 
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Should Agent Try To 
wee « 
Please Clients ? 

In an address read for him at 
the Regent Club, Mr. C D. 
Notley said 

“It is not the job of the agent 
to please the client. It is not his 
job to give the client what he 
wants. It is the job of the adver 
tising agent to give the client 
what is good for his business 
And that may be a very different 
thing.” 

Main duty of an advertising 
agent was to win the confidence 


of his client, Mr. A. R. Fasham 
advertising manager Willham 
Timpson Lid. told the junior 


section of Manchester 
Association 


Publicity 


London Joins F.LC.P, 


The Publicity Club of London 
has joined the F.LC.P.. the Inter 
national Federation of Publicity 
Clubs. Mr. E. E. Preston, secre 
tary, said on Monday that every 
fully-paid-u» member is now an 
honorary member of publicity 
clubs in France, Holland, Bel 
gium, and Spain 


Coventry Aided C.D. 


Coventry Publicity Association 
provided advisors to assist in the 
launching of the Civil Defence 
Recruitment campaign in Coven 
try. Mr. J. Winford and Mr G 
Abbott collaborated on the pre 
sentation and publicity of the 
opening rally 

Coventry Publicity Association 
has decided to publre 
speaking section this winter 


start a 


IMAGINE YOU ARE 
WRITING TO DAD 


When writing sales letters 
imagine you have headed your 
letter “My Dear Dad.” Mr. CN 
lan Harris advised the Advertis- 
ing Club of Oxford last week 

A good gales letter should bring 
20 per cent results, he said 


Aberdeen Uses Day-Glo 
On Magazine 


The cover of the first issue cf 
the Publicity Club of Aberdeen 
magazine, published this month, 
carries a large red question mark 
in Day-Glo 

The Club is planning to intro 


duce lapel badges gummed 
stickers, and stereos for note 
headings, bearing an emblem vet 


to he chosen 


Bristol & West Club has 
launched a monthly news sheet 


In the directory { ad nein chabes 
and awweciathom publiahed © Anver®n 
risee ss Werety from na o sop 
plied by the clubs through Advertising 
Awaciaor end = subsegue juste 
buted ft lub = by thy Ad sing 
Association, Mr C. G. Powney, Chair 


Publication Services The word 
cation” should have been “Publicity 
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Sister ie eames 


NEWS ABOUT PEOPLE 


R.G. Rann F_LG 


Geoffrey A. Crew, who joined 
Erwin, Wasey & Co. Ltd. in 1940 
as manager of the media depart 
ment, has been appointed media 
director with a seat on the board 
Also appointed director of the 
company is Francis W. Witkin- 
son, who joined the firm in 1948 
as copywriter, and later became o 
semor accounts execulive 

* * * 

R. G. Rana, who started his 
advertising career with Charles 
F. Higham Ltd. in 1921, has re 
joined the agency as accounts 
executive, After four years with 
the late Sir Charies, he went, 
successively, to Osborne Peacock, 
G. 8. Royds, and the Advertising 
Association, where he was assis 
tant secretary. He joined Willings’ 
where he was appointed copy 
chief and subsequently, a senior 
accounts executive and director. 

* > * 

Dennis C. Hayes, publicity man 
ager, Vantona Textiles Ltd., has 
been appointed marketing man 
ager. I Jolly, who has 
been in the firm's publicity depart- 
ment since January 1949, will be 
in charge of publicity. It is not 
intended to appoint a new publi 
city manager for the present 

* * * 

John Hudson, assistant circu- 
lation manager, B.B.C. Publica 
tions, has been appointed publi 
cations distribution manager, and 
will take charge of home and 
overseas distribution of all 
B.B.C. publications 

A. J. Blwick Harrison, distri 
bution manager, has been ap 
pointed assistant circulation man- 
ager, and remains deputy to the 
circulation manager, A. E. 
Mason. 

* * *. 

Arthur Pettett, London repre 
sentative, Goldberg Advertising 
Lid.. of Australia, for the past 
year, is returning to the Sydney 
office early in the New Year 

. * * 

Tom O'Gorman, public rela 
tions officer, Irish Tourist Board, 
has left Dublin for a tour of the 
United States to contact leading 
tourist agencies. 


Lansdell 


Ronald Barton A. Ma 


Ronald Barton, who has spent 
his whole advertising career to 
date with S. H. Benson Ltd., 
becoming copy chief and a direc- 
tor, has joined John Haddon & 
Co., Ltd., as copy chief 

* * * 


F. G. Lansdell has joined 
Mather & Crowther Ltd. as print- 
ing executive, He was formerly 
with C. R. Casson Ltd. and 
worked with Samson Clark and 
Service Advertising before the 
war 

* * * 

Vernon Jenkins has resigned 
the publicity directorship of 
Butlins Ltd. to become managing 
director, White Eagles Holiday 
Camps for Youth Ltd, a new 
company which will start operat- 
ing on January 1 He joined 
Butlins in 1936 as an ice cream 
boy, became director of personnel 
after war service, and succeeded 
Ernie Cox as publicity director 
shortly afterwards. No successor 
has yet been appointed 

* * * 


A. C. Gillman has succeeded 
W. M. Young, devuty director, 
British Industries Fair, who has 
resigned to join the Daily Mail 
Ideal Home Exhibition. Mr. Gill- 
man, a civil servant of long stand 
ing. will be concerned with the 
organising and management of 
the I ai 

* * * 

John Grierson, for nearly three 
years controller of the films divi- 
sion, Central Office of Informa- 
tion. is resigning at the end of this 
month. The position was created 
for him to re-organise the divi- 
task which has been 
completed. Mr. Grierson 1s join- 
ing the National Film Finance 
Corporation 

. . * 


Vincent O. Cohen has become 
Council! of Industrial Design 
printing and packaging officer 
For the past two years he has 
been a free-lance designer, after 
havine been art director with 
Max Ritson & Partners Ltd., and 
layout man with S. H. Benson 
Ltd 


sion a 
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Ronald Barton Leaves S. H. Benson: 
Erwin, Wasey Appoint Two Directors: 
F. G. Lansdell Joins Mather & Crowther : 
Vernon Jenkins Resigns From Butlins 


Gillivray S. Kershaw Smith 


S. J. Leach 


H. J. O'Connor 


O’Connor’s New Post Leads To Changes 


H. J. (Pat) O'Connor, adver- 
tisement manager, Overseas Mail, 
has been appointed to the newly 
created post of group advertise- 
ment representative, Associated 
Newspapers Ltd. for the motor, 
cycle and allied industries 

S. Kershaw Smith, Northern 
advertisement manager, Daily 
Mail, and A. MacGillivray, 
special Daily Mail representative 
recently returned from Canada, 


have been appointed joint adver- 
tisement managers, Overseas 
Mail 

S. J. Leach, assistant advertise- 
ment manager, Overseas Mail, 
has been appointed Northern ad- 
vertisement manager, Associated 
Newspapers Ltd., in Manchester. 

Mr. O'Connor was motoring 
advertising representative on the 
Evening News and the Daily Mail 
before the war. 


F. J. Blakesley, sales and ad- 
vertising manager, Truman, Han- 
bury, Buxton & Co., Ltd., has 
retired after 48 years with the 
company. G. B. Smith, 34 years 
service, becomes sales manager, 
and A. M. Bates (29 years) adver- 
tising manager 

* * * 


Busts of Field Marshal Smuts 
and “A Great Victorian Gentle- 
man” (G. B. Shaw) by Sidney R. 
Campioa, G.P.O. principa! infor- 
mation officer, and an oi! paint- 
ing by C. Conway Gordon, of 
the G.P.O. public relations denart- 
ment. are included in the 33rd 
annual exhibition of the Post 
Office Art Club. The exhibition. 
in King Edward Building. E.C.., 
closes to-morrow (Friday) 

* * * 

George Dodson-Wells, 
public relations officer, London 
Trans»xort, has been elected a 
member of the Church Informa- 
tion Board 

* * * 

Joha Driver, London sales man- 
aeer of Greenslade & Co 
(Reading) Ltd.. litho and letter- 
press printers, has been appointed 
a director. He will function as 
sales manager, and will divide his 
time between Reading and Lon- 
don. Son of Mr. P. E. Driver, 
director of Jarrold & Sons Ltd. 
of Norwich, he was on the Lon- 
don sales staff of Jarrolds before 
joining Greenslade & Co. in Sep- 
tember 1948 H. S. Dyment, 
sales manager of Greenslade & 
Co.. has resigned owing to ili 
health. 


chief 


W. Rhodes Marriott, a photo- 
grapher with Wilson Advertising 
Ltd., has won the first prize of 
£750 in the Pepsodent Toothpaste 
Competition for the best photo- 
graph of “A smiling happy 
family.” He photographed his 
wife and two children. 

* * * 

A. J. Banks Davies has joined 
Bliehty as advertisement manager. 
having relinquished a_ similar 
Position with Apollo Magazine. 

* * 

Sir Bruce Ingram, editor of 
Illustrated London News for 50 
years, has been invested as Officer 
of the Legion of Honour. 

* * * 

Bernard McGlynn has joined 
Dobson & Steiner Ltd. (Steiner of 
Grosvenor Street) as sales man- 
ager. He was previously adver- 
tising manager, Innoxa (England) 
Ltd. This post has been taken 
by H. Minski, who was formerly 
with Gilbert Advertising 

* * * 


Horace F. Guildford, manag- 
ing director, Waterman Pen Co., 
Ltd.. is to serve on the Inter- 
national Advertising Conference 
reception committee, in place of 
his late father, F. C. Guildford, 
who died in August 

* > 

Peter M. Owens, production 
manager, Domas Ltd., Dublin, 
has joined the Board of that 
company 

* * 

Kenneth Adam, head ot B.B.C. 
Publicity has been appointed 
Light Programme chief 
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filling fast 


“Tae de 
yee ed aad 


Space for 1951 in Woman's Own is filling rapidly. 
Intense pressure by leading advertisers has now made advance notice of your requirements 


for next year more than ever necessary. Early notification will ensure the fairest possible 
allocation of the limited amount of space available in this great colourgravure weekly. 


woman's 


beh. 
ty eel do ata 


() W. |} 17500 750,000 


— _ Stmart Mander, Advertisement Dinector, George Newnes Lid., Tower House, Southampton Street, London, W.C.2. Temple Bar 4363 (40 lines) 
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Case For Compromise 


NE can sympathise with the desire of the Federation of 
Master Process Engravers to simplify and rationalise its 
discount system, and thus to remove anomalies which, no 
doubt, are objectionable from the point of view of buyers as well 
as sellers of photo-engraving. Clear-cut trade terms, which guaran- 
tee fair and equal treatment for all, are essential to a well-run 
industry. The situation may well have called for some action. 
Advertising agencies, nevertheless, were bound to protest, 
for the proposals of the Process Engravers, if carried into effect, 
would undermine the whole system of agency remuneration 
While some agencies choose to rebate all commissions, and to 
charge clients an over-all percentage fee in excess of commission 
rebated, this method is the exception. It remains the established 
practice that the agency is remunerated by discounts from suppliers 
of space and of materials, so that the advertiser pays no more for 
his advertising than he would if he handled it himself. In fact, 
he often pays less, for the agency services, which he would other- 
wise have to provide, are in the main paid for by the suppliers 
This system is accepted because it works, and because no one in 
this country has yet found a substitute satisfactory to all parties 
The effect of the Process Engravers’ plan, by which a// buyers 
would receive a nominal cash discount, would be to confront 
the client with alternatives, either of which would place him, as 
well as the agency, at a disadvantage. He would either buy his 
blocks direct, and lose the services of the agency as intermediary, 
Or agree to pay the agency for those services in addition to the 
cost of the blocks, which would be the same in either case. Adver- 
tisers, therefore, have a right to be heard on the matter; hence 
the interposition of the Incorporated Society of British Adver- 
tisers. What it would mean, because of the confusion and loss 
of efficiency that would be involved in any attempt to by-pass 
the agencies, is that advertisers, instead of blockmakers, would 
pay the agencies for their services 
There is also much to be said for the agency contention that 
the Process Engravers themselves receive a service warranting a 
preferential discount. The agencies can justifiably claim much of 
the credit for the vast improvement in standards of advertising 
and printed publicity which must have greatly increased the 
business handled by Process Engravers. Advertisers, in the interests 
of better advertising, are encouraged by agencies to use illustrations 
requiring blocks. Orders are canalised, illustrations professionally 
prepared, bad debts minimised because the agency, as principal, 
is responsible for payment instead of a multitude of advertisers 
All this, it can be argued, is worth something 
This controversy touches so many fundamentals that it cannot 
be dismissed as a matter that concerns the Process Engravers alone 
If ever there were a case for compromise, it is here. Negotiations, 
perhaps rather belatedly, are in progress. It is to be hoped that the 
negotiations will succeed in finding a solution acceptable to all 
parties, including the advertisers 
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To-morrow’s Topics 


ALL CONCERNED with the adver- 
tising of pharmaceuticals will 
find much to interest them in a 
review of the second year of the 

National Health 
W.H.S. AND Service just pro- 

duced by the A. C 
BRANDED Nielsen Co., of 
DRUGS Oxford. 

The review dis- 
cusses at length the effect of the 
action taken by the Ministry of 
Health to restrict the prescribing 
of proprietar.es, and concludes 
that this should not directly affect 
the sale of publicly advertised 
proprietaries but will very directly 
affect the usage of “ethical” and 
“semi-ethical” preparations. 
Ground for this conclusion is an 
analysis made by Nielsen's, which 
showed that less than one per 
cent of N.HS. prescriptions 
called for a publicly advertised 
proprietary, while for a very high 
proportion of ethical proprictaries 
a prescription ts necessary 

“Should British ethical manu- 
facturers be virtually denied the 
right to brand and thereby estab- 
lish goodwill for their prepara- 
tions.” states the writer, “they 
will lose the franchise built up 
throughout the world, based on 
the all-important guarantee of 
therapeutic value, backed by a 
brand name.” 


—~— 0 eee 


On THe sumecr of display the 
Nielsen review makes some strong 
points The increased value of 
N.H.S. dispensing has, it states, 

increased the num- 
CHEMISTS ber of chemist 
MUST USE shop customers. 


For this reason the 
DISPLAY chemist should util- 

ise to the full his 
counter and other display space 
to encourage impulse purchases 
This has been proved by Nielsen 
data, which showed that, for one 
brand, over a given period, shops 
with displays increased their «ales 
by 35 per cent, while those shops 
not displaying had a fall in sales 
of 26 per cent 


A SUGGESTION in a letter \ 
Times that posters display 
the Strand during the Festiy 
Britain should have 


FESTIVAL decorative 


in keeping wi 


POSTER PLAN | estival has 


enthusiastica 
FOR STRAND ceived. and is 

to bear fruit. 
vertisers are said to be er vusi- 


histo 


sf eeeeiehs eter 


A single insertion t 


js a National 


astic, and Mr. C. Cochrane, secre- 
tary of the Strand Association 
Ltd., whose idea it is, says the 
billposting companies are anxious 
to co-operate 

Such a scheme might not be 
confined to. the Strand. Adver- 
lisers, presumably, would not 
wish to have posters specially de- 
signed and printed for such a 
small theatre of operation, so 
would order a bigger run and dis- 
play them elsewhere. Incidentally, 
the Regent Street Association 
meets to-morrow (Friday) to dis- 
cuss its advertising during Festival 
year Some similar proposition 
may well be discussed 


A PERFECT EXAMPLE of the infiltra- 
tion technique in advertising 1s 
reported from America by Miss 


Kay Murphy, immediate past 
president, British 
ADVERTIS- Direct Mail Adver- 
ING BY IN- "5!" Association. 
$s Guinness is not 
FILTRATION yet as well known 
there as it deserves 
to be, “Guinness is good for you” 
would obviously not do for a 
slogan. Hewart, Ogilvy, Benson 
& Mather, who are Guinness’s 
agents in the States, have had the 
bright idea of persuading Ameri- 
cans to mix Guinness with their 
beer under the banner cf 
“Guinness is good for your 
beer”! 
All that remains now is for an 
agent in this country to think up 
“Bloge’s whisky is good for your 
soda water”! 

— —_ _— 
RESPONSE TO the enterprise of the 
Market Research Society, in con- 
Association and the LLP.A.. in 

organising a week- 
MARKET 

ket research, to be 

held in Manchester, 
SCHOOL 

has been most 
gratifying. So many applications 
been necessary to turn away ap- 
plicants from the South. Accom- 
tween SO and 60, nearly all of 
whom will be northerners. Con- 
to a further course, to be held + 
a place convenient for south- 


junction with the Advertising 

end course in mar- 
RESEARCH 

November 17-19, 
ave been received that it has 
modation restricts entries to be- 
sideration is already being given 
erners. 


ROUND TABLE 


in the RADIO TLMES 
Campaign for a week 


. e “ 4 Pt. | a OY . ee ae. ae pe Se > eee, Se ee: sa 
DN bige- 
ooh : 
‘a 10 Pe i 
\_ 
a8 x 
an. é 
a f 
a 
ug ! + 
> ee 2 
is 
mar ; 
oa ' 
‘¥ 2 
wa —— $$$ —$ 7 
5 ae ——— Se 
of ‘ 
7  ¥ 
oes , 
+ 
fe . : ™ 
B vets 
ie 
z _ — = a 
ne | 
re t oo 
j “ 
“ , 
: ¥ « ‘ 
£7: : 
‘vf . | p 
+ 
es 
i) | 
= . ‘ \ 
— 
= - 
a 
= 
co. cs 
4 
2 : ; 
: * 
i te 
7 y 
rt 2 
me 
i The 
. ! in 
a il of A; 
: | or 
aa 1 the 
“aby een 
‘3 = 
iv ’ 
4 ‘ 
Po 
E x ee . 
ae 
i Y ‘ repre =e a 
- & | ' q : : ‘ : ; ? - oe 
2 ad | ToS OS a ee Se PS fc: a Des ee 


NOVEMBER 9, 


UNIQUE we said an! unique we mean. 


VANITY FAIR every month is capturing 
more and more readers among women 

who know what they want out of 
life... Women who aim to achieve poise 

and personality. Women with a dress 
sense and a constant pride in their ap- 


pearance, women who follow ey ery new 


trick and trend in changing fashion. 
That is why, if your appeal is to the 
younger, smarter woman, your media 
pian is not complete without 
VANITY FAIR with its 68 pages of 
fashion, features, fiction and clever 
ideas in pictures. Selling at one 
SHILLING 4 THREEPENCE, the rates are 


equally moderate at £100 per page Black 


ee ee 


and White; £150 Colour and a generous 


overall page size of 10}° deep, 84" wide. 


Produced by the publishers of HARPER'S BAZAAR and GOOD HOUSEKEEPING 


THE NATE ONAL MAGAZINE CO. LTD... 28/30 GROSVENOR CARDENS, LONDON, &.W.1. Telephone BLOsae 6591 
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HE title of a small booklet 
put out by Walter Herriot 
& Co. Ltd, the insur- 
ance brokers, to propound the 
principles of pension schemes, 
is “Loyalty Rewarded”, and it 
is Superimposed on a pair «of 
“before and after” pictures show- 
ing a man working at his desk 
and another lounging at home 
with his golf clubs handy 
A critic is bound to ask himself 
whether “Loyalty Rewarded” is 
the most effective headline to 
interest boards of directors in 
pension schemes. Are they prim 
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Delusion Or Hard Fact? 


arily concerned with rewarding 
loyal service, or with the prob 
lem of providing the conditions 
that will attract and keep the 
right kind of employees’ And 
if they say the former are they 
being quite frank with themselves 

and if they are deluding them- 
selves should the headline be 
based on the delusion or the hard 
fact? 

The balance is struck in the first 
two paragraphs of the copy 

“Modern conditions require 
that industry and commerce shall 
no longer be concerned almost 
exclusively with Products and 


Profits, but also with making a 
man's work a more satisfactory 
part of his life 

His loyalty and enthusiasm 
then contribute to the stability 
and success of the Firm or Com 
pany with which he is employed 

Perhaps, because so many 
otherwise tough business men are 
easily worked up to a_ highly 
emotional state and are apt to 
kid” themselves, the altruistic 
headline is the quicker way in to 
their interest. But | would have 
liked a little more vigour in the 
two cover pictures than one man 
reading a letter over the telephone 


ESSENGER 


HEAD OFFICE: MAIDSTONE 


H.R. PRATT BOORMAN, M.B.E. 


Proprietor : 


LONDON : 


80 FLEET ST. 


ARTHUR CLAY CEN. 7500 


and another reading the morning 


paper 
The eight 


cleanly set in 8 pt. Plar 


inside Pp 


min 


why the small page size 


iges 


But 
6} in 


are 


by 


PRINT REVIEW 


Brian Hilton 


by 34 in? It 
into the vest pocket, b 
important for 
print? A larger size we 
more imposing, would 
be mislaid and would 
mitted a larger size of 
greater legibility th 
eyes of comp 


such a 


iny direct 
> > 


ACTUAL PHOTOGRAPHS 
showing stonework be 
fore and after 
with Chemical House 
hold Cleaner are tipped 
into a booklet describ 
ing the work of 
ing the carvings in 
Worcester Chapel! Wor 
College, Oxford 


cleaning 


ciean 


cester 

This method is always 
effective for actual 
photoprints not 
merely than 
halftone prints could 
be, but are more 
vincing. It was 3 
however, that one of the 
prints had quite un 
necessary white 
drawn on 
the 
cleaned portions 


they 


are 


clearer 


econ 


lines 
betweer 


cleaned 


Stone-work 


A 


- Herriot 


would slip 


ut 
Pp 


1 


nay 


type 


ors 


easily 
» that 


ece of 
dg seem 
less easily 


igeing 


Actual photoprints are tipped 
Reading. Effective, but white lines 
distract the eve 


tract the 
from the 


eye and 
Statement that the 
photographs are entirely unre 
touched. The booklet is pleas- 
antly printed in brown on a heavy 
cream antique stock which gives 
character to the reproductions of 
ancient art The cleaning was 
done by Heelas, of Reading, and 
the booklet by Hoffmann of 
Birmingham 
* * * 


Ir aNyBopy doubts 
plete objectivity of the typo- 
graphy and presentation of 
Aspro advertisements let 
study the Aspro Company's 
annual report 

The Aspro 


apotheosis of 


detract 


the com- 


ads. are the very 
strength in print; 
among advertising men they stand 
for the extreme of brute force in 
type. Yet the annual report has 
i cover printed in a pretty shade 


14) 
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«++. down the escalator . . . five minutes underground . . 


to here 


she can’t dodge 
the impact of 


unified Transportation Advertising 


Now that sites on all vehicles and properties of 


will keep your proposition before the traveller's eye, 
the British Transport Commission are under co- 


whatever the destination or route taken. Enquiries 


for space controlled by the Commission should be 
a comprehensive transportation campaign which addressed to : 


ordinated management, it is a simple matter to plan 


COMMERCIAL ADVERTISEMENT OFFICER 
BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS. LEICESTER SQUARE STATION, LONDON, W.C.2. 


TELEPHONE: TEMPLE GAR 2490 
SCOTTISH OFFICE 


7, CASTLE TERRACE. EDINBURGH TELEPHONE: EDINBURGH 131021-2 
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don’t 


keep your name to yourself 


Your personality is the public-relations side of your business. 


A plain paper wrap can do nothing whatever for your reputa- 


tion. A well designed and lively paper is an obvious improve- 


ment. . . . And a paper which is not only attractive but 

| distinctive, which carries your name, your device, the very 

; : stamp of your personality into highways and homes of the 
: world — now that is best of all. 


have your own 


exelusive box paper! 


SANDERSON 


SIGNATURE PAPERS 


whether you use them for packs or for wrapping, take care 


of your public appearance. An extra charge on the first 


thirty reams covers costs of design and special printing 


rollers. 


After that they're as inexpensive as any other of 


Sanderson’s famous range. 


ARTHUR SANDERSON & SONS LTD 


5? BERNERS STREET, LONDON, Ww.) 


TELEPHONE: MUSEUM 7800 


Print Review—continued. 


of pink with the wording in 
Perpetua, black and white, and a 
charmungly restrained black panel 


carrying a picture of the pack 
and the product 

And this messenger in patent 
shoes whispers the glad tdings 
that the promt for the last year 
was £/80.376 ibdefore taxation) 


and the total dividend 35 per cent. 
These figures might have justified 
smashing headlines, too! 


* * * 
BLUE 1S APT to be a weak 
second colour, but usually re- 


sponds to the kind of bold ireal- 
ment used on the covers of a 
brocaure produced by KLM Pub- 
lichy Lid. for Western Maautac- 
turing Estate Ltd. of Reading. 
Ine troat a rorushed, 
with a ha.f-tonc line 
drawings and heavy icitering 


> 
superimposed. Tne back cover is 
a sould Ddiue 


cover 5 


strong 


with the firm's 
monogram in a smal) wante circle 
The etfect is dramatic 

Blue is used 02 the inside pages 
for diagrams and for wide vertical 


bands that decoraice the pages 
This is a much lighter shade than 
the cover—too lignt to my taste 


for a catalogue of electric actua- 
tors which w.il circu.ate amongst 
men. However, the effect is clean 


aad neat, and the intormation 's 
easy to assimilate 
* * * 


It HAS ALWaysS seemed a bit 


Alice in Wonderland that anu- 
facturers should have to spend 
so much moacy on “selling” dis- 
play pieces to retailers to enable 
them to make more profit. How- 
ever s.nce nt has to be done 


Meggeson & Co., Ltd., have done 
the job well in a quarto fo.der ta 
full colour to tell chemists adout 
a new counter divplay dispenser 
for their medicated pastilles. 
Yellow and red dominate the 
colour scheme which also includes 
brown and black working It ss 
interesting to see how strong 
Perpetua can be—though it would 
not be everyones choice for a 
hard selling folder 
> * > 

AIRLINES PRACTICALLY stand on 

their heads to break the deadly 


monotony of long distance fights 
so that their passengers shail 
enjoy the flight as well as apprecr 
ate its speediness 


As a further shot in the battle 
against boredom B.O.A‘ are 
presenting passengers on South 
American runs with “passenger 
amusement airstrip maps On 
large sheets of paper, 38 inches 
long by 14 inches wide, coloured 
maps of the ground flown over 
are marked with the route and 
studded with circular pic s of 
places of interest within shot 
A commentary is printed three 
languages 

Produced by Francis Ch chester, 
air navigation specialist and pub- 
lisher of maps, these fascinating 
illustrated journeys will certainly 
while away some time en- 
tertainingly—with a bonus of fun 
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for other passengers watching one 
trying to refold these three foot 
long concertinas w.thout disturb- 
ing one’s immediate neighbour! 


. * = 


Untit. I READ in a covering 
letter from the printer that it had 
been produced primarily to give 
to American visitors to this 
country, | wondered what could 
have been the purpose of the 
brochure entitled “Dunhills 
Poatefract.” | could not see how 
a history of the town could sell 


a single extra one of those 
delectable liquorice seals and 
thus justify the by no means in- 


considerable cost of so excellent 
a brochure 

Dunh L's have hardly mentioned 
themse!ves, but have confined their 
own advertising to six octavo 
sided leaflets showing their 
princ.pal lines, which are tucked 
into a flap ins de the back cover 

The froat cover is extremely 
smart It consists of a cream 
leather embossed cover board on 
which a shiny black paper seal 
representation of a Pontefract 
cake is embossed, with a red 
scarlet tail like the ribbon of a 
seal. Seldom has the delicious 
but democratc Pontefract cake 
had so rare a setting. The text 
pages. 24 in number, were written 
partially by Mr. Kenneth Godson, 
managing director of Dunhills, 
and were then re-written “into 
journa'ese” (whatever that may 
mean). At ary rate, the collabora- 
tion was completely successful, 
and the tale is illustrated by half- 
tore reproductions of ancient 
stee! enrgrav ngs. The book was 
desigaed and printed by The 
McGowan’ Press. of Pontefract. 
The choice of Old Style was a 
harpy one, for though not 
fa‘hionable now it matches the 
old stee! engravings admirably. 

* * * 


ovr 


Lewis Bercer & Sons Lp. 
have net assets of Over three-and- 
a-naif miliioa pounds. The coa- 


tideraDie amount of moncy that 
was S$,cnt On the ciadorale pre- 
sentation of the 19)0 accounis 


aad report (through the Cnharies 
fF. Hignam agency) is propor- 
tionaicy neg.ig.die Wahat is 
more s.gnificant is that the direc- 
tors have been more inlormative 
about themselves and the business 
even than before—and they were 
never secretive. From the colour 
frontispiece of the 18th century 
zentleman (who is the trade 
mark) to the end-piece inside the 
back cover (which shows a 1780 
plan of the factory), there 1s never 
a dull moment. Pictures blaze .n 
full colour and in black and 
white of the directors, the pro- 
ducts, the premises and the dis- 
plays, and the text which enlarges 
on the bald statement of the 
balance sheet is crisp and read- 
able. Now when somebody shows 
us a company report produced 
by a com any in Australia that is 
proud of itself, we shall have 
something to put against it. 
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This Is Why So Many Art Students 
Find It Hard To Get Jobs 


ANY students, on leaving 
their art schools, find it 
difficult to obtain employment. 
They bewail, in the correspon- 
dence columns of ADVERTISER'S 
WEEKLY, that 
nobody 
seems to 
want them 
Just as big 
a problem, 
on the other 
side of the 
fence, con- 
fronts those 
responsi ble 
for filling 
junior vacan- 
cies in the 
art depart- 
ments of ad 
W. L. Walters-Page yertisin x 
agencies and 

in commercial art studios 
For both student and would-be 
employer are up against the same 
hard fact, that most of the 
sraight-from-art-school students 
who present themselves are un- 
suited to commercial work with- 
out further training that no one 


By W. L. WALTERS-PAGE 
Studio Manager, A.T.A, Advertising 


in a commercial studio has time 
to give them. And in many cases 
this is not entirely the student's 
fault 

A large part of the total field 
of employment for commercial 
artists is to be found in the 
medium and smaller advertising 
agencies and in the studios. In 
all these places the tempo of work 
is rapid and time available to 
experienced artists for teaching 
juniors is limited; such firms 
therefore naturally prefer recruits 
whose training has been relevant 
to the work in question, and 
further, that such work has been 
carried far enough to ensure the 
shortest possible transition period 
between the student leaving art 
school and undertaking produc- 
tive work of commercial value 

The age of would-be entrants 
usually varies from between 
seventeen and twenty to twenty- 
three years. The last three years 
of the seventeen-years-old have 
probably been occupied by ord- 
inary education interspersed with 
art studies, with the final year 
devoted to commercial art, The 


Ltd. 


student, a year older, may well 
have had three years solid art 
school training—and js just about 
due for National Service—while 
at twenty upwards he has prob- 
ably completed the latter, and has 
had a short refresher course at 
the school of his original studies. 


Practical Outlook 

Is Lacking 

Irrespective of age, however, 
unless the student happens to 
have been trained at either the 
London School of Printing and 
Graphic Arts (formerly School 
of Photo-Engraving and Litho- 
graphy—Art Dept.), or one of 
the few other schools where a 
practical advertising outlook 
prevails, the probability is that 
the specimens roduced — will 
consist of book jacket designs, 
imperial size posters, colourful 
showcards, cartons, bottle and 
tin labels, an assortment of 
pencil drawings from the antique 
and life classes, a number of 
book illustrations from figure 
composition, and perhaps a few 
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common objects such as jugs, 
vases, toys, etc., correct in per- 
spective but drawn for no par- 
ticular method of reproduction. 

Lettering specimens emerge 
diffidently from the bottom of 
the folio and usually take the 
form of business letterheadings 
the title page of a book and 
probably a Russian alphabet 
letters about two inches high 
Anything resembling a Press 
advertisement will surely be in 
full colour and for a national! 
Press consumer product The 
whole collection will often be 
drawn on dog-eared yellowish 
hued cartridge paper, and will 
suggest that the importance of 
clean work and presentation 
cardinal points in any advertising 
agency—have not been suffi 
ciently emphasised 

With only work of this kind 
to show, the main chance of 
obtaining a position is for the 
applicant who is young enough tc 
be taken on as the studio boy; 
his basic drawing will be valuable 
enough, but his commercial 
specimens will be regarded only 
as an indication of potential 
ability, and in between doing odd 
jobs, etc., etc., he will be trained 
from the “ground up”; but he 
must be diligent and turn to the 
best advantage every opportunity 
which presents itself 

For the older applicant, it is 
little wonder that the interview 
ends in regrets on one side and 


(Continued on page 18) 


which attracts attention 


make sure nobody loses sight of one very important 


item 


Everything 


Our material resource 
wistruct — fire ands 
ervices—al very reasona 


you can fest us oul arn 


OLYMPIA LIMITED 


Haven't Stands 
become fantastic ! 


Here at Olympia we don’t believe in stand design 


at any price 


the goods or services our client has to sell 


1S Ke ptin proportion 


tal We are always hapry 


18% mm and estimate 


fo sudenit & cowured persp 


OLY MPIA 


EXHIBITION 


Instead we 


luding the cost 


Works? P enable “us Ww 


cle: rial 


“4 As to their design 


tri 


SERVICES 


LONDON Ww '« 


TELEPHONE 


SHE 


PHERDS BUSH 
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THE MEN 


; ; who earn the 
highest average 


incomess 


and : 
THE WOMEN | 


who plan 
the bulk of 


ye hte seh i> i 
gs ES Pati Bai na 


their family 
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Encourage your staff to | 
save a little every pay day 


j 


eta Gi LEAST ON ME 


3 Maen Hs: 


Starting a Staff Savings Group is a simple process. 


All the information, equipment and publicity 


material you require will be gladly sent free of charge 


on application to your Local Savings Committee 


or to the National Savings Committee, 


1-5 Prince’s Gate, London, $.W.7. 


issued by the Neuone! Sov ings Commnvittes 
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“Unwanted” Art Students—c 


disappointment on the other; the 
student goes away questioning th: 
worth of his two or three years 
of art school training. while the 
studio manager reflects how much 


better it would be if schools 
turned out students reasonably 
competent at one or two types 


of work that could be used. 
This is no carping criticism of 
the basic subjects taught at art 
schools, on the contrary these 
are the source of strength of most 
trained artists, and rightly the 
schools devote much of thei: 
training courses to providing 
balanced tuition in the funda 
mentals of sound draughtsman 
ship. But few students afe so 
financially situated that they cao 
afford to continue their studies 
at school indefinitely and there- 
fore it is necessary, more often 
than not, that they should com- 
mercialise their knowledge at the 


earliest opportunity At this 
stage, an art sudent bearing in 
mind the total length of his 


course, and the fact that it takes 
years to learn all that he should 
know, should at least possess 
some knowledge of which branch 
of art he wishes to pursue 
The broad 

commercial art 
tising agency studios, magazine 
and book publishers, printing 
houses and block-makers, carton 
manufacturers, display con- 
tractors’ design depts., silk-screen 
and sign firms The basic art 
school training is applicable to 
all of the foregoing, but, and 
this is very important, the com- 
mercial requirements of each vary 
widely, and an appreciation of 
this fact by students while still 
at school will prevent many 
headaches when they are endeav 
ouring to secure employment. 


groupings afe 
studios, adver- 


The young artist hoping to 
enter cither of the first two 
groups previously mentioned 
should be taught the purpose and 
principles of Press advertising for 
national, trade and technical 
media—with emphasis on the 
latter, since most of a nior’s 
work will be connected with these 
accounts rather than with 
nationals. Little attentior ems 
to be paid to this aspect i yet 
how can an artist be expected to 
produce useful ideas or ctive 


drawines unless the object of his 
work ts made known to ! ? 

He should be 
produce in “rough” form 
ideas and layout arrangements, 
to practical everyday 
and he should regard his “roughs 
as being just as valuable as his 
final copy 


taug 


res 


His work should also include 
finished drawings scaled up from 
his own roughs; for the studio 
junior has much to d with 
scaling up and down and working 
out proportions 

Colour work has a tural 


attraction for 
is one of the 


most of us. Dut it 
prim ary tr hs ~f 
advertising that most art work is 


produced in black and white 


Before the young artist spends too 
much time on colour he should be 
taught the function of Kodatrace 
overlays and key lines as applied 
to colour line work 

He should be encouraged to 
work extensively in Indian ink 


simple sound drawings, crisp, 
neat and every line expressing 
form and fulfilling a definite 


purpose; this is of much greater 
value than elaborate conceptions 
which take weeks to complete. 
Too often in the latter, draughts- 
manship gets submerged § in 
striving for effects in “woolly” 
impractical techniques The 
quality of the illustrations would 
be a direct reflection of how weil 
the basic art school subjects have 
been absorbed 

ht is never too early for a 
potential advertising artist to start 
learning something of the 
methods by which his work will 
be reproduced; and of the limita- 
tions of these processes 


Commercial Lettering 
Is Important 


Lettering (and to a_ lesser 
extent typography) should be 
regarded as important subjects .n 
the young artists’ curriculum, 
for whatever kind of illustration 
g0es into an advertisement, letters 
in some form or other are always 
present, and the artist who is 
competent at commercial lettering 
will never need to seek work, 

The airbrush seems to be 
regarded in many art schools as 
a mechanical contrivance for 
which the real artist has little 
use, and yet airbrush work and 
photographic retouching 1s in 
constant demand; it calls for as 
much background knowledge and 
skill as any other form of finished 
artwork Since competence 10 
the all-round use of the airbrush 


takes a longe time to achieve 
commercial art classes wouid 
seem a suitable place for a 


beginning to be made 

This is by no means a complete 
itinerary of suggested training, but 
the student who can show evi- 
dence of having been trained on 
these lines would stand a far 
better chance of getting a job than 
he whose time has been spent on 
book-jackets and other work 
exthaneous to the main business 
of advertising 


Finally, the older student 
should concentrate on his best 
subject Composite advertise- 
meats are more likely to be the 
work of several artists than 
the sole efforts of one. Figure 
maa, letterer, still life artist, 


retoucher, are the basic studio 
jobs, each artist contributing the 
type of work he does best. If the 
older student can secure a junior 
position as one of these he can 
develop other subjects at evening 
classes when he has mastered one 
of advertising’s requirements well 
enough to get a job—which is the 
main object of several years com- 
mercial art training 
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People read The Times for more than one reason, but chiefly THE ABA TIMES 
AND ITS COMPANION 


because it opens a window on the wide world, News reports PUBLICATIONS 


in its columns from Saigon or Stockton-on-Tees bear the 


LITERARY SUPPLEMENT 
Every Friday 


same stamp of authority; The Times puts completeness and 


EDUCATIONAL SUPPLEMENT 
accuracy of information before all else. It relies, toa greater Every Friday 


THE TIMES BY AIR 


extent than any other journal, on its own correspondents at Daily 


home and abroad. The comprehensiveness and independence WEEKLY ESSTION 
Every Wednesday 
of its news service have given The Times an individual dis- REVIEW OF INDUSTRY 
First Wednesday of Every Month 


tinction which has long been recognized by responsible men THE TIMES SURVEYS 


: ' : ’ Occasional Publications on 
and women in all sections of society. Matters of National Interest 
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Weekly Newspapers 


VERY cloud has a silver 
Pisce It's an ill wind 

that blows nobody any 
good...and so on. The old 
saws trip from the tongue, and 
the purist, who would not be 
seen dead with a cliché, recoils 
in horror. 


However ancient an adage, its 
truth may not have lost jts savour 

These musings are prompted by 
the recent experience of the 
Middleton Guardian—an experti- 
ence probably shared by other 
weeklies that may have been 
less successful in plucking ad- 
vantage from adversity. During 
the past two years national adver- 
tusing has ebbed from the 
Guardian's pages, until now it 
has almost disappeared. In pass- 
ing it may be noted that this fact 
is Strangely significant The 
newspaper has an A.B.C. nett 
sale of over 12,000, and the town 
in which it is published has only 
10,000 houses. Simple arithmetic 
might suggest a supersaturation— 

but other considerations evi- 
dently weigh heavier 

This situation has been tackled 
in a brisk, forthright manner 
The volume of advertising carried 
has not only been maintained 
it has increased 


* * * 


OW has this been achieved” 
By the oldest, and simplest 


headings have been revised and now represent the latest and most complete lists available. 


BRITISH & INTERNATIONAL ADDRESSING LTD 


in Australia and Herbalists in Canada. 


20 


The World — Or 
My Parish? 


The weekly papers’ advertisement departments, can make 


the best of both claims 
WILTON EVAN 


way. The Guardian has realised 
the fundamental truth that a loca! 
paper thrives most surely when 
it 18 truly local. However paro- 
chial or progressive a weekly 
paper may tend to be, editorially, 
it is working on only one piston 
if the local appeal is confined to 
matters journalistic, and “out- 
siders” capture an unfair propor 
tion of the advertising columns 

The townspeople can never 
acquire a real affection for their 
weekly unless it is “the local” on 
the best and broadest sense 
When traders whom they know 
secure pride of place among the 
advertisers, readers know that the 
paper’s local loyalties are not 
vague and shadowy 

Local advertising is the main- 
stay of the Middleton Guardian 
and generous, indeed, are some 
of the spaces allocated. With 
nine columns to the page the 
paper is able to offer unusual 
display positions. The advertise- 
ments, too, are packed with local 
emphasis. An estate agent, for 


example, repeats his advertise- 


We do 


110 countries, states and areas. These are the classifications n 


in demand, but we can cover all the 4,000 classifications 


new BIA Mailway, just published, will be sent on request 


This is a firm in Finland interested 


in the main section in virtually the whole world 


If you are not on our mailing list a copy of the 


BIA HOUSE 


ment of 15 years ago, embellished 
with his photograph 

Full advantage is taken, also, 
of tie-ups. Recently the Guardian 
linked the centenary of the local 
co-operative society with the 
activities of the C.W.S., and pub- 
lished several half-pages of pres- 
tige advertising. They were even 
able to persuade the North 
Western Electricity Board to par- 
ticipate with a large display 
comparing modern electricity 
apphances with the experimental 
era—100 years ago 


* . . 


N inherent advantage of the 
local paper is that advertis- 
ing can have a familiar ring 
without being patronising. The 
personal note can be struck in 
persuasive style 
A good example is offered by 
the Essex County Telegraph. A 
firm of house furnishers feature 
Charlie, their upholstery expert. 
They quote him as saying: “The 


in machine tools and is duly included in our files. So too are Dentists in the 


Argentine, Coal Mines in India, Fireworks Makers in Portugal, Otolaryngologists 


We have produced a completely new edition of the BIA Mailway. Over 4,000 


The export section contains over 360 classifications and covers about 


stly 


BRIDEWELL PLACE 


November 9, 1950 


customer expects satisfaction 
right; | see that he or she gets 
it. It's every man to his job, and 
mine's upholstery—tet me get on 
with it.” The odds are that some of 
the readers may know Charlie, 
which of itself is a good talking 
poiat. 

Many other instances could be 
quoted of the chatty, personal 
approach in the columns of the 
local, by everyone from barbers 
to bookies. Sometimes the 
emphasis may be overdone. From 
the Clitheroe Advertiser and 
Times comes this heart-cry, in a 
display: “Mr. and Mrs. W 
Jones, of Bawdlands, wish to 
thenk all customers and friends 
for ther patronage during the 
past four and a half years, and 
trust they wil continue to enjoy 
Fish and Chips from Mr. and 
Mrs. Monk who have taken over 
the business.” | should need 
plenty of salt with that lot, please, 
Mr. Monk 

When the advertiser knows 
his readers well he may even find 
a pun pays. Using an ear in the 
Cernish and Devon Post one 
trader offers the readers a Weekly 
Smile, with homely copy, “Féte 

Not Feet” being one typical 
heading. 

A tendency to triteness is seen, 
rather too often, in dialogue 
efforts. Here provincial tailors 
seem the worst offenders, with 
colloquial bonhomie. Some of 
their verbiage might be snipped 
to ensure a better fit—for their 

(Continued on page 22) 
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This indeed is the standard reference book, the only one of its 
kind, for Water Engineers. A complete directory of water under- 
takings in the British Isles, with statistics and many features for 
day-to-day reference. 
A professional Association says : 
“No official eugaged on the engineering side of water- 
works should be without this book—a desk companion 
of the highest merit for all waterworks officers.” 
As such, this most-consulted medium cannot be omitted from 
the advertising programme of any firm supplying the water 
industry with plant and equipment, civil engineering and building 
requirements, instruments and apparatus, drawing and general 
office equipment, plumbing ete. 


F-ER’S HANDBOOK Ii9S5!I 


Published by WATER AND WATER ENGINEERING 


Specimen copy and rates on application to : 


THE COLLIERY GUARDIAN COMPANY LIMITED 
30-3! FURNIVAL STREET - HOLBORN © LONDON - €E.C.4 
Publishers also of : COLLIERY GUARDIAN - GUIDE TO THE COALFIELDS 
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ADVERTISER'S WEEKLY 
The World—Or 


My Parish—continued 


advertisements are usually over- 
crowded 
* > 
OCAL emphasis, in its most 
4 worthy form, has little in 
common with the parish pump. 
This fact is typified in admirable 
fashion by the Manchester City 
News, and its associated weeklies 
in the suburban areas and town- 
ships bordering that great city. 
Here skilled typography and pic- 
torial display are employed io 
good effect. Journalistically the 
papers need not blush in com- 
parison with their powerful daily 
and evening contemporaries. The 
firm's policy, however, is that the 
basis of a good newspaper is its 
assemblage of matter most likely 
to imterest its public, and this 
policy is reflected in the choice 
and presentation of advertising 
A good balance is struck between 
the local and national allocation 
The Manchester City News has 
acquired also the happy knack 
of doing a neat tie-up without 
overdoing it. Some weeklies jerk 
the long arm of coincidence 
almost from its socket in their 
anxiety to cash in with adver 
tising to complement some local 
occasion The accompanying 
“editorial” matter ts 
false in tone or flamboyant in 
phrase 
Consider 
“Every year in 


sometimes 


this, in contrast 
November men 


with mysterious brown paper 
parcels appear in Grove Street, 
Didsbury, and knock on the door 
of No. 41. When it first began 
to happen more than 20 years 
ago, neighbours were puzzied; 
now they're beginning to get used 
to it 

That is a newsy, capital lead to 
a write-up of the Didsbury Show, 
on which the Manchester City 
News hung a good page compo 
site. The Morecambe Illumina- 
tions and the National Radio 
Show were two other topics for 
good composites. Nothing paro- 
chial about that—cither in scope 
or treatment. 


* * * 


JHEN the Peterborough 
Citizen and Advertiser 
moved its premises from Cumber- 
gate to Broadway, “to offices and 
works equipped in a manner 
unsurpassed by any provincial 
publishing house,” it was pleasing 
to observe that the management 
went out of its way to thank 
national and local advertisers for 
their loyalty 
This was no idle courtesy. For 
75 years the Cumbergate premises 
had been the home of the Citizen 
and Advertiser, and a glance 
through the files shows how con 
stant some of the advertisers have 
proved 
The management further com- 
mented: “With the most up-to- 
date facilities at our disposal we 
shall be able to give an even better 
service to those who honour us 


with their confidence, whether as 
readers or advertisers.” 
* * * 


NOTHER newspaper whose 

interests range far and wide 
without sacrificing its local pull 
is the Jilustrated Leicester 
Chronicle. ts readers are intro- 
duced to the Great Wall of China, 
controversy on the “beastliness” 
of boxing, or a Casey Ruggles 
strip telling “The Legend of 
Joaquin Murietta written .n 
scarlet and slapped across the 
face of the West.” 

All of which variety ensures a 
lively weekend reading for the 
good citizens of Leicester. Hap- 
pily, local events are freely 
pictured, too, and the Chronicle, 
a Saturday publication, — thus 
achieves a distinct appeal. It 


Awaiting final decoration—the 
new premises of the “Peter- 
borough Citizen & Advertiser.” 
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combines the best of a popular 
Sunday and a virile weekly. 
* * 


\ HEN one of the town's 
most popular shopping 
centres celebrated its jubilee, the 
Southport Journal produced a 
composite page of excellent 
balance with a large photograph 
as the centre island. Local 
advertisers gave strong support to 
a feature which owed much to a 
good sense of proportion 
When neighbouring shops take 
neighbouring space care must be 
taken to ensure that no single 
advertisement is “killed.” There 
must be a blend of style, typo- 
graphically. Contrast must not 
be acute With differing size 
advertisements a jig-saw effect 
must be avoided 
* * > 
INGING small is not a 
noticeable failing in the 
advertising profession—yet some 
weeklies continue to hide their 
light under their own bushel 
Many a reasonable news-story 
must be revealed in the response 
to advertisements, especially to 
the smalls 
The Ashton-under-Lyne Repor- 
ter recently ran, as a display, a 
tribute to its own pulling 
power, reproducing a letter from 
an ironworks in Cheshire telling 
of the big response to two smalls 
Below were reproduced the adver- 
tisements referred to The 
punch-line was: “You, too, can 
use the Reporter smalls for Big 
Results.” 


LET US QUOTE FOR YOUR 


MAGAZINE 


We specialise 


in the design and 


production of 
HOUSE 
MAGAZINES 


Trade Catalogues — Leaflets — Company Reports 


Christmas Cards — Calendars — Showcards — Labels. etc. 


Keenly competitive prices 


ART AND INDUSTRIAL DESIGNS 


Telephone 


8-10 BRYANSTON ST., LONDON, W.! 


Welbeck 6355/9619 
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A FIRM FOUNDATION FOR BUSINESS BUILD-UP 


SS Zz 
S LD 


THE 72” 
NEW YEAR NUMBER, I9 JAN. 1951 


A special issue covering 50 years progress in design and construction 


TS famous NEW YEAR NUMBER, which The ments over the last half-century. An outstanding reference 


Arcuitect and Building News had to suspend in number, the January 19 issue will present an unequalled 


1939, is to be revived and will again be published advertising opportunity for suppliers and users of build- 


on January 19, 1951. Consider- THE ing materials, services and equipment. 


ably enlarged and profusely illus- peel ne 
trated, it will provide a compre- ARCHITEC T BOOK yoOuR / 
hensive review of building develop-  & BUILDING NEWS © space NOW. 


DORSET HOUSE, STAMFORD STREET, LONDON, 8.E.1. PFATERLOO 3333 (60 LINES) 
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Commonwealth 


HE CROWN COLONIST was the only paper devoted wholly to the 

affairs of the British Colonial Empire. For twenty years it has 
faithfully fulfilled its function of linking the Colonies, Dominions and 
the Mother Country. 

The characteristic trend of development in the British Family of 
nations is that Colonies become Sovereign Peoples. This evolutionary 
process has been quickened and today the Commonwealth stands on 
the threshold of the greatest economic and political expansion in its 
history. 

THE CROWN COLONIST, therefore, has taken on itself the 
mantle of Commonwealth responsibility, and it now appears under the 
all-embracing title of NEW COMMONWEALTH. Its editorial scope 
has been extended to cover all the Dominions and India; that is to 
sav, 560 millions of people spread over a quarter of the world’s surface 
and linked to the Crown. Colonial affairs will continue to receive the 


; 
| 
: 
: 


same attention as hitherto, but will be discussed in relation to the 


LAMPE ie tS 


wider field of which they are an integral part. 
NEW COMMONWEALTH will strive to mirror the Common 
wealth to the Commonwealth, but through its expert editorial staff 


ai va 


will address itself in particular to those who bear the major responsibility 


go ener eer tiple 


for Commonwealth administration, industry, commerce and finance. 
Through its advertisement columns it will continue to serve the 
interests of trade between all the Commonwealth countries and manu- 
facturers in Great Britain, and U.K. importers with sources of supply 
in the Dominions and Crown Colonies. 
A free copy of the current issue will be sent to anyone interested 
in Commonwealth markets. 


HAL! 9233 (12 LINES) TELEGRAPHIC ADDRESS “COMWFALTH, PARL, LONDON” 
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Technical Publicity : Policy and Practice 


TRADE & TECHNICAL ADVERTISING 


TECHNICAL ADVERTISERS 


ARE FAR FROM PERFECT 


Turning now from the services available to technical 


Oh, wad some power the giftic 

Rie us 
To see oorsels as ithers see us.” 
Robert Burns 


N dealing here with the 

problems of technical adver- 

tising, attention has been 
mainly focused on the various 
services and those who provide 
them. However, as the adver 
ising contract is a two-party 
business, it may be asked: what 
of the advertisers themselves? 

It is meet and proper that 
techhical advertisers, while not 
being endowed with the power 
invoked by the Scottish bard 
should make on attempt at self 
examination 

Let it be admitted unequi 
vocally that technical advertisers 
singly or collectively are far from 
perfect and, as with other groups 
in society, are made up of good, 
bad and indifferent elements 

Iwo major defects are very 
evident One concerns — the 
general approach to advertising, 
and the other the use that is made 
of it 

The latter is largely a matter 
of knowledge and skill, the ability 
to use a tool; but important as 
it 18 it must take second place to 
fundamentals. No matter how 
good a tool is forged, without 
the proper understanding and 
approach it will fail to give 
maximum results 

The former is therefore a fun 
damental, and it is regrettable 
but only too true—that many 
technical advertisers fail in this 
matter of approach 

To them there ts no realisation 
that advertising ts an investment 
not an expense—a tool as impor 
tant and as necessary as the tools 
used to make their product 

Many there are who regard ad 
vertising as a necessary evil, some 


what declassé and slightly un 
savoury. Some look on the whole 
business a$ a gigantic racket on the 
part of publishers and agencies; 
and others, frankly realist, per- 
ceive in advertising an obligation 
in order to ensure production of 
technical publications 

Unfortunately, with cach of 
approaches there is in 
greater or lesser degree a slight 
basis for the attitude of mind 
As a group, technical advertisers 
are conservative, particularly in 
the older and heavier industries, 
and the days are not so far distant 
when advertising had not the 
ethical standards i has to-day 
Even now not a day goes past 
without an advertiser falling for 
the “blocks racket” or being 
induced by some glib tout to buy 
space in some ephemeral journal 

Memories are long in industry, 
and minority activity of this type 
continues to nurture prejudice, 
both latent and active 

This, however, does not invali- 
date the main contention; but it 
does at least assist in understand 
ing the reasons why so many in 
top management fail to believe 


these 


The Cause 
Of The Trouble 


To this lack of belief can be 
traced everything that is wrong 
with technical advertising—the 
relatively unimportant place 
sccorded it in Many organisations, 
its quite unco ordinated use vis- 
a-vis the sales force, the arbitary 
and often inadequate budgets, the 


untrained and spare time 
personnel 

I result is ineffectual adver 
tising and poor returns with ao 
consequent bolstering of the dis 
belief. a truly vicious circle 

\ ke general consumer adver 
tising the technical variety is 
larecly a matter of intangibles 


advertisers, 


J. H. MILLER -WHEELER, 


NovempBer 9, 1950 


M.1L.A.M.A., 


A.M.LE.S., has a look at the advertisers themselves. 


Many, he believes, err in their approach to the medium 


and it is practically impossible to 
measure its effects in terms of 
sales. This is especially true of 
capital goods, and whereas the 
force does produce con- 
crete evidence in terms of orders, 
the lack of tangible evidence of the 
part played by advertising in 
obtaining the orders allows top 
management to regard it as of 
secondary importance without 
attempting to understand its true 
function and purpose 

Many technical advertisers are 
still conditioned in outlook by 
the days of expanding markets 
when Britain was the workshop 
of the world and buyers got ino 
line Top management was 
exclusively in the hands of 
engineers and technicians con- 
cerned with production, and sales 
were largely a matter of booking 
orders 

To-day top management is still 
too exclusively production 
minded, the number of sales 
directors is lamentably small for 
the challenge of the times, and as 
for advertising directors well 

they can be counted on one 

hand 

The real tragedy is not that 
many in industry fail to adver- 
tise but that they advertise in a 
mood of disbelief and tacit dis- 
approval 

This is a challenge to those in 
industry who do believe, who 
appreciate and understand adver- 


sales 


tising as an investment, as a tool 
to be used skilfully I} are 
many among technic top 
managements who do ‘lieve 
and have the right appr The 
visual evidence of the ef 5 
to be seen every day, and they are 
not confined solely to | urge 
undertakings. yet exam; and 
precept appears to have no effect 
on the others 

Here is an obvious need for 
advertising to sell itself ut its 


services as such, but itself as an 
integral and top level element in 
the industrial organisation. Preju- 
dice, suspicion and disbelief must 
be swept away 

This calls for education, con- 
version, public relations directed 
to technical top management 
through the institutions in which 
they have faith—the trade asso- 
ciations, the professional insti- 
tutes, the technical Press. 


Leaders Must Come 
From Within 


Technical advertisers are the 
largest “in group” in the country; 
they are very much a brotherhood 
in which the engineer and tech- 
nician are the aristocrats. 
Tolerant and indulgent as they 
are, they are largely quite resis- 
tant to those outside the group 
Leadership must be sought from 
those within 

The various organisations of 
the advertising profession must 
play their part. The A.A. must get 
down to the question of public 
relations and the training of 
personnel for technical advertis- 
ing. The 1.S.B.A. must strengthen 
its technical section, induce men 
from top management who can 
command attention to serve on 
its councils and secure in member- 
ship and active collaboration the 
various technical trade associa- 
tions. The 1L.1.P.A. must ensure 
that agencies handling technical 
accounts are adequately equipped 
in services and technical per- 
sonnel; and finally the technical 
Press must direct its editorial 
influence to the task of dispelling 
prejudice, suspicion and cynicism 

This is truly a task requiring 
missionary zeal and enterprise 
Does it exist in sufficient quality 
and quantity among the 
believers? 


CREATE ADVERTISING THAT OPENS NEW 


LEDGER ACCOUNTS. . 


. it will cost you no more! 
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5 oe 
~ Te DRAPERS RECORD 


BRITAIN’S LEADING DRAPERY 


AND FASHION TRADE JOURNAL 


oy wo 
Cob 698. 


HEAD OFFICE 


Kings Bourne House, 229/231 High Holborn, 
London, W.C.1. CHAncery 6291 


BRANCH OFFICES 


Manchester: 10 Piccadilly Central 1806 
Leeds: 4 Wormald Row, Albion Street 28654 
Glasgow: S58 West Regent St Douglas 6481 
Birmingham: 12 Cherry Street Midland 4708 
Leicester: Phoenix Bidgs., Berridge St. 23661 
Belfast: Ulster Bank Chambers 28268 
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the 
man 


in the 
lab. 


The average works chemist to-day is not a queer 


individual with a huge brow, indifferent eyesight 

and a forgetful nature He is a very keen fellow who 
has a grasp of all sections of his industry. When he 
formulates a paint, for instance, he must know costs 


No wonder therefore that he is an ardent reader of the 


PAINT, OIL & COLOUR JOURNAL 


| Rate card and full particulars from: 8 Ludgate Broadway, London, E.C 4 


ESTABLISHED 79 YEARS 


TECHNICAL 
ACCOUNTS 


Contractors 
Builders 


Engineers 


our 


20.000 


trade subseribers may want to 


see your client’s announcement 


LABOUR NEWS 
PUBLIC WORKS & 
BUILDING WEEKLY 


69 FLEET STREET, LONDON, EC 4 TEL. CENTRAL 1328, 3426 
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~ FROM PRESTIGE TO 


HARD 


SELLING 


How Mass-production Changed One Firm's Approach 


OR over a century the 

majority of the products of 

Worthington-Simpson Ltd 
have been of the heavy engin- 
cering type, and consequently 
most of the Press advertise- 
ments have been of a prestige 
nature, as it was felt that little 
or no direct sales would be 
achieved. 

A new situation arose, how- 
ever, after World War Il, when 
a new range of small pumps, 
known as the Monobloc, in which 
the pump and motor are com- 
bined as a single unit, was devel 
oped The firm immediately 
realised it was not worth their 
while to produce these units in 
small quantities, and revolution- 
ary methods were therefore 
adopted to mass-produce them. 

This venture, of course, pre 
sented a problem to the sales staff, 
as it meant that a large number 
of pumps would have to be sold 
every day to meet the high pro 
duction rate 


A Brochure— 

The First Step 

The first necessity to help the 
salesmen was considered to be a 
brochure suitable not only for 
the engineer but also for the lay 
man, and as Rooster Publicity 
Ltd. had recently been appointed 
idvertising agents for the firm, 
they were given the task of pro 
ducing a 12-page brochure printed 
in three with a four 


colour cover 


colours 


For the next year or so it was 
found that Press advertising or 
any form of public announce 
ment Was unnecessary as the sales 
were exceeding production 

It was therefore decided that 
from 1948 the production rate 
should be considerably stepped 
up. About the time this decision 
was made, the company were 


To Its Advertising 


planning their exhibit for the 
Engineering and Marine Exhibi- 
tion Accordingly the campaign 
was inaugurated by making 
Monobloc pumps the dominating 
feature of the stand 

The results exceeded all expec- 
tations. Graphs had been kept of 
the inquiries and orders for the 
pumps from their conception, and 
within two months of the exhibi- 
tion a very substantial “step-up” 
in the graphs was noticed 


The Start In 
The Trade Press 


It was then decided to back-up 
this success by starting, in January 
1948, to advertise the pumps in 
the trade Press, although it was 
not considered necessary to in- 
crease the space or number of 
journals normally used by 
Worthington-Simpson Ltd. 

The plan evolved was that 30 
per cent of the most suitable 
existing half-page spaces should 
be turned over solely to advertis- 
ing the Monobloc pump and the 
word Monobloc was to be pre- 
dominant, replacing the name of 
the firm as in the older type of 
prestige advertisement 

The first advertisement was de- 
signed purely as an announce- 
ment with practically no details 
given. It brought in a particularly 
gratifying number of inquiries 
The second advertisement incor- 
porated dispatch labels, as used 
on the packing crates, to show 
some of the main industries to 
which the pumps were sent. 

By this time inquiries received 
directly from the advertising had 
somewhat subsided. but on the 
insertion of the third advertise 
ment, which gave a rather long 
non-technical description of the 
pump, the inquiries were noticed 
to increase again 

The last and current advertise- 

(Continued on page 32) 
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SPECIMEN COPY & RATE CARD ON REQUEST 


A reliable medium 
for 
HOME & EXPORT 
Advertising, reaching the firms 
that matter and read by Execu- 
tives in all Branches of the 
METAL and its Allied Industries. 


Twice weekly. 
Tuesdays & Fridays 
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Electro or Stereo? A new 
broadsheet helps you decide 


A broadsheet recently issued by us gives assistance in answering the 
question “Electro or Stereo?” It shows at a glance the printing 
results to be obtained under fair conditions with various types of 
plates, with an estimation — provided by PATRA— of the number 
of impressions possible on specified grades of paper. This broadsheet 
has been widely distributed, but any advertisers, publishers or 
advertising agents are welcome to ask us for a copy if they have not 
already seen it, or if they require further copies for staff use 


A copy of the “ Electro or Stereo” 
broadsheet referred to above may help 
you to decide which of these repro- 
ductions is made from an original 
half-tone, an electro, a stereo, or a 
stereo twice removed 


OI4AIS UOA{ 


. JIS | [Y Sts M4011 0g | AUO]-JjDY JOUISL40 
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LONDON (Head Office and Works) 
Standard House, Farringdon St., London, 
E.C.4. Telephone: CENtral 2020 
BIRMINGHAM (Office and Works) 
65 Livery St., Birmingham, 3. Telephone 
CENtral 7971 

BRISTOL (Office and Works) 

669 671 Fishponds Road, Bristol. Tele- 
phone: FISHPONDS §5373/4 
MANCHESTER (Office) 

Sun Chambers, 15 Market St., Tele- 
phone. BLACKFRIARS 2004 
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THE TRADE PRESS 


Posteards Can Be Useful Advertisements 


The hardware trade Press provides our contributor, 
SCRUTINEER, with three varied publicity stories this 


month. Ice-cream men, too, want to advertise themselves 


SUGGESTION which, affects the health of people, the it had to be faced and solved, for in various parts of the country, : 
By although not new (as the manufacturers should ge t was no good for traders simply need to carry On constant propa Ai 
ye proved in a later issue), together and make it known tha! to wait for the sun to increase ganda for caravanning, in - 
i seems to have considerable ¢'S ‘dea was wrong. He was thei sales addition to sales publicity. In 
- possibilities for advertising pur supported by Mr. H. Banfield . ‘ ‘ one wth eat cde “t a, Forkshive 
poses, was made by a corres- sr = it oH Prgegper ter af pP* AISE for an advertisement tease jm oo b 0.. > ten ; 
° va inte a the publ ty . he hite ’ y piemen if ulliva ym OTF lO 
pondent to the /ronmonver It ble e public by k White Ltd. foot i ~ . er c atic rf oca 
5 possible, wear manufacturers, appears in authorities and publhec opinion, 
was that illustrated postcards be » . . = Nows (Octob have produced a scale model of 
. . Shoe and Leather ews (October . : < 
used for publicising various sec - . snide a 
Pp g TNDER the slogan Wiisions 5). It was to recruit operatives resident al caravan site for about 
- tions of the hardware industry } re ‘ epoon States the News: “Far removed 150 vans (Caravan and Trailer 
4 very goo as your _ “ . “ga : 
He pointed out that the railway ironmonger,” H “ Stadeln ni from the prosaic ‘Situations Trades Journal, Oct-Nov.) lt 
ne ' . . « ein s , = 1 4 
companies used to issue illustra ur launching a lat “ ie Vacant’ advertisement normally has already been displayed ot " 
. . « aly swaic > “ Fr > 
tions of their famous locomotives pational advertising campaign used by shoe manufacturers who agricultural shows and home 
i f and “apart from appealing tO — for eheir oil-burning soli “ ; making exhibitions at Doncaster, . 
ha boys of all ages, such cards must =e Spe Sheffield, Scunthorpe, Lincoln and 
: reports Jronmongers Weekly : > : 
have had good publicity value cober 12) D Se elsewhere and has attracted much 
- Cte 2 aris " 1 
. , . ' he 7 interest 
“ He to the — - uld be issue, states that the company are Real Li @ - ® e 
| usec, for cxample, dy iron firm believers in the powers of 


C OSING date for the window 


monger when acknowledging 
gers P ~ es sdvertising—"“So much so, that lisplay npetit regan 
display competition organ- 


* 
wear svg toes Mr. J, S. Smith, an executive of Larnings ised by F. R. Cullingford Ltd 
y rie ‘ ° 


In the following issue, Mr the company, told Slough assis 
Chas. W. Whitham, a director tants in the course of a lecture Jean ts now 20 Mer earnings Riley Works, Chelsea, to promote 
4 Henry Whitham & Son, Sheffielc at Joba White Lid for recent the sales of Baby Brumas toilet 
: replied and stated that his firm soap. has been extended until 
had for a number of years utilised December 31 (Chemist and Drug- 


that, in his opinion, the average 
person to-day has almost made 
up his mind about what he wants 


\ 
i the method for its ship stores gist, September 30) 
C in any particular ne before @ weak che » be 
: ‘ 7 I - che get whem oho started Jub » y y & 
with considerable success The entering the shop—as a result of Sane adineee ‘een allie Put lishers of that urnal for ‘ 
; class of postcard used by the firm substantial advertising peereait <= t October 28 might well ask if the 
was ideal for distributing to pros Acd there to issue was unique. It carried 64 ° 
a > . - - 
‘ pective customers, but as they ° ae enpntaatle ond scope for mane pp. of advertisements, plus cover, 
f cost Is. each, he felt they were | DVOCACY of a trade name but no editorial! 


too expensive to use for acknow 4% for members’ ice cream was ()f te The following notice was tucked 
ledg'ng orders He emphasised nade by Mr. S. J. Cousins, hon —. inside “Owing to the continu- 


the danger of destroying cont treasurer and president § clect ance of the dispute jn the printing 
dence by the use of a cheap card at the recent annual conference Pee soho Whne Congene fer. < industry, we regret that it has ‘ 
. a * of the lee Cream Alliance, held at @ SECURITY of » PERM been necessary to omit both the 
Blackpool Uee Cream Industry @ wiGHEST rossims editorial pages and the small 
\ UCH has been written in October) The Alliance should @ ase Lere-aceueants Coves advertisement supplement from 
pe hardware journals recently eet a scheme running, he said @ GENEROUS PENSION SCHENS this issue We are. however, 
anf ! ¢ . @ NATIONALLY KNOWS PRESTIGR . . . 
on whether aluminium ware is that would advertise ice-cream a » mes do ty letter oF tm hoping to provide subscribers 
injurious to health nade by the small manufacturer : a See with a postal service to cover 
Apparently doctors in various Mr. W. A. J. Osborne, a former these omissions.” 
parts of the country have been president declared that the F * * * 
| ar from Me prosax 
advisin peuple that if is, and Golden Diamond ream y eer ’ 
thi t 4 - om ted much d ' chen w ut f wrens "’ — relation in cost between 1 
s F . ' j . sch Y) ‘ i ss (a - h r the r 
sior "4 - nen . * Iw — . a 4 oletien’ % *, > f th ’ want additional labour i veer a first-class repair and the 
4 4 “ ' to . } n or 
con ge siete —, a le Sy .* "| 7 factories, is this clever six-inch purchase of a new pair of shoes 
people problems of the trade—-how to loub! stamn disnlay appearing : attentional 
At meeting of Sussex he majority of small double column display appearing makes many people, particularly 
rn ! 2 sce rat AC e ne . iT} 4 . veh mr ¢ - = 
‘ Ce vu 2. « ron t c Aja c 4t ice in the Northamptonsh Press women. hesitate between having 
mongers, Mr. Pittam, of East cream manufacturers in business mart of the John Whit vas dine 
bourne. according to the H He felt there must be some form = pee Se , ‘ gant shoes repaired and discarding 
3 ‘ 1 t ard ere “t be some fk * pm ‘ wane aie 
are Trade Journal said he © F oles Gani >. tele Soo s effort to recruit additional — them for a new pair, writes R. L. 
we rade “ura . tone yey t c meratit tr > . 
stab . ne . , =a tt < ' : 4 to ' ; th operatives It strikes a new Shaw. in his feature, “The Crafts- 
a r we _ nH x ce ”” ’ rease [ rsor ' , J 
= . mee r en er ne = it ody r increase he no 1 its direct personal type of man in Shoe and Leather 
saan mes oie pal emai Altho ; ippeal setting out the advantages — Record (October 5) 
to aluminium articles Although the publicity scheme fe . flered.” . . 
ml € joos oneres But to-day, he = states, for 
Seventy per cent of my “ immed down, not one cor ' we 
ustomers refu to us j was put forward . * * medium to high class footwear, 
c stomers ec sc ‘ 4 tit sirt ve 1 Pa as orwatl 
rn . ‘ bye te ‘4 , the difference is plus 6 and a big 
minium and I cannot persuade b . division or branch. As to ARAVAN makers and dis- id 
r t ' sales campaign for repairs cou 
them to do so He added t t st of publicity, the question tributors, owing to prejudice 
’ , 
if it was not right that aluminium of ng moncy was a vital one or apathy among local authorities (Continued on page 32) 
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TELEPHONE: 
PHOTO-LITHO All under one roof!!! mus. ores 
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important dates for your 1951 advertising appropriation. 
RCH issue of “FASHIONS & FABRICS OVERSEAS” 
will be a special “Festival of Britain” Number. 

usely illustrated in full colour, it will place on record the 
achievements of the British Textile Industry and will 
facturers to display their products in their full glory of 
colour and design. The MAY issue of 


ing event of 1951-—-the B.LF. It will form a complete, 
ed preview of the fair, at which Textiles this year 

of place. Overseas Buyers of Fashions & Textiles 
will find this issue a comprehensive buying guide. 
Mae sure that your clients are represented 

important issues by timely reservation of space NOW. 


For details of space available 
in these issues apply to the 
Advertisement Director. 


THE NATIONAL TRADE PRESS LTD., Drury House, Russel! Street, London, W.C.2 
Northern Office: 12 St. Ann's Square, Manchester. 


Telephone: TEMple Bar 3422 
Telephone: DEANSGATE 3277/9. 
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Thos. W. Ward Ltd. 


and Subsidiary Companies 
because it reaches users of 
mincers, mixers and cutting 
machines, and makers of food 
products requiring special 
vessels and tanks, in mild or, 
stainless steel, or cast iron 


FOOD MANUFACTURE 


17 Stratford Place, London, W.! 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


FYVUE monthly journal 

| dealing with problems 
of production and distri- 
bution of tableware and 
decorative chins and glass 


ware for the 


home and 


export markets 


POTTERY & GLASS 
is another 


publication of the 


TECHNICAL GROUP 
y 


MANUFACTURING CHEMIST 


PETROLEUM--PIBRES 
PAINT MANUPACTURE 
WORLD CROPS--ATOMICS 


POOD MANUPACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 

BUILDING DIGEST 
MUCK SHIFTER 


AU published at 
17 Stratford Place, W.1 


Specimen copres on request 


The Trade Press—continued 


be justified along the lines that 
the value left in a pair of shoes 
ifter the first soles have been 
worn Out is, at least, several times 
the cost of a good repair 
He suggests that along those 
lines i§ an Opportunity for some 
snappy showcards to carry the 
message with a punch, which 
would materially offset the unfor 
tunate but inevitable increase in 
the cost of shoe repairs in the 
minds of the public 
* * * 


CODPERATIVE advertising 
efforts by local associations 
iffiliated to the National Fish 
Friers’ Federation are increasing. 

Mr. John Stephen, N.F.F.F. 
national organiser, writing in Fish 
Friers’ Review (October), reported 
that the Sheffield Association had 
a full-page composite advertise- 
ment in the Evening Star on 
September 4 

He added that with a copy of 
the evening paper with a full 
page devoted to the goodness and 
the food value of fish and chips 
association members had an 
answer to those non-members 


who asked what had the Federa- 
tion or Association ever done for 
the trade. 

* * * 
OUBLE-PAGE spread was 
taken in The Draper's 

Record (October 28) by Peggy 
Page Ltd., to announce their 25th 
birthday. Copy thanked buyers 
and suppliers for support and 
reproduced telegrams of congra 
tulation from some of both. 

* * * 
ORTH -EASTERN branch 
associations of Retail Fruit 

Trade Federation are considering 
the adoption of a fruit token 
scheme, on the lines of book 
tokens, as a means of stimulating 
sales of fruit as gifts and presents 
(Fruit Trades Journal, October 
7). And the president of National 
Federation of Fruit and Potato 
Trades has issued an appeal for 
the setting up of a propaganda 
fund 

Last month the same journal 
sponsored a trip to Valencia to 
coincide with the opening of the 
orange scason 


FROM PRESTIGE TO HARD SELLING 


ment to be inserted shows a sec- 
ional view through the pump, 
with the more important technical 
details pointed out. 

In addition to this small adver 
tising campaign, Rooster Publicity 
produced a silk-screened display 
card of five colours, about 20 in 
x 18 in., copies of which were 
sent to agents abroad 

A larger silk-sereened display 
board, about 3 ft. square and in 
seven colours, depicting a farm 
scene with the various points of 
ipplication of water supplied by 
the pump, was produced this 
summer for use in agricultural 
shows and showrooms throughout 
this country 

This display board can be used 
as a static display or as a working 
display model, for there is a U- 


The first trad 


(Continued from page 28) 


shaped hole cut in the bottom 
enabling it to straddle the actual 
pump which is being exhibited 
As a working display, the board 
and pump need only be mounted 
on top of a small tank, and by 
draping transparent flexible tubing 
around the board one can achieve 
an attractive effect when coloured 
water is pumped through the 
tubing 

This campaign has been carried 
out in a comparatively small way 
because the production of the 
pumps has never exceeded the 
sales. But if the reverse should 
happen, there is no doubt that 


the advertising appropriation in 
trade journals would be increased, 
and the campaign further streng- 
thened by 
“shots.” 


the use of mailing 


. 


Press advertisemeni 


By using the advertising 
columns of THE SYREN 
AND SHIPPING your 
name will be kept in 
| front of the leading 
| Shipowners, Ship- 
builders, Ship repairers 


| and Marine Engine 
| Builders at home and 
overseas. 
Rte | 
‘THE SYREN’ 
} AND 


‘SHIPPING. 


is the only weekly Shipping } 
paper to publish monthly lists 
showing Tonnage under cons- 
truction at home and Overseas 


Send for @ specimen copy and rote 
cord to: 


SYREN & SHIPPING LTD. 
26-28 Billiter Street, 
London, E.C.3 

Phone: Royal 5322 4 


~- — / 


RIDLEY’S 


WINE & SPIRIT TRADE 
CIRCULAR 
. 


Space available in 
Festival 


Ridley’s W. & S. Handbcok 
Out May 195! 
For rates apply 


110, CANNON ST., LONDON, E.C.4 
Phone: Mansion House 2910-6100 


ROTAPRINT & MULTILITH USERS 
We offer you a speedy Photo-Litho service 
thet is second to none. Our speed is 
your asset 
for QUALITY and RELIABILITY 
‘Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Screet, N.! 


DISPLAYS ; 
EXHIBITIONS STANDS se 


MERCURY 


DISPLAYS LTD. 


VAUXHALL BRIDGE ROAD 
ORIA-S.W.i.* TEL. VIC 0912-3 
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HABIT FORMING 


The Birmingham Post is the daily morning newspaper with the most regular readership in the Midlands.” 
It is purchased by the young Midlander when he starts smoking and thinks about getting married. In 
thirty years time he will probably read in it a report of his speech at the Annual Meeting of his 
Company. It is unashamedly provincial from title to imprint. It sees the world through Midland 
spectacles and reports to Midland men and women — undergraduate or Faculty Dean, head typist or 
Board Chairman. It is the ideal medium for covering one of the most compact “A” class markets 
in Britain. 


pro imate ne 


To cover the Midlands first cover Birmingham 


The Birmingham Post 


Morning Daily Member of A.B.C 
i Sen os oer - 2 # - -~2* 
: ih > ¥ Fs Pl - f , 7 i ¥ f = a é/ i £ F . . . . . 
: Sap TEE GISET T TS FES Birmingham Mail Birmingham Weekly Post 
# fé x Evening Daily The Family Journal 


38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C4 


Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminste’, Leamington Spa, Redditch, Tamworth, Walsall an/ Wolverhampton 
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COMMERCIAL FILMS 


Reviews Of New Productions 


THUNDERCLAP from MARS 


TYNE full-blooded adver- 
tising film has now reached 
the confectionery trade like 

a thunderclap from Mars. 

Money Talks” to the tune of 
£115 million in this trade, and 

65 per cent of this expenditure 

pre-war came trom purchases 

made on impulse It follows 
therefore, that display methods 
and sales psychology are key fac- 
tors in the future prosperity of 

a trade which will one day be 

freed from restrictions 

In “Money Talks, 
prov.ded the 
with a few wrinkles on 
attract more custom. The aim 
would have been assured of com 
plete more 
weel owner had been 
main character in 
rad of an airy-fairy 
who dreamed of 
making his shop fit for duchesses 
ind their Pekinese 

\ Matter of Taste” takes t 
confect onery trade on a twenty 
minute visit to the Mars factory 
at Slough Apart from guiding 
throug) the processes of 
manufacture, the film shows the 
infimete pains this company has 
taken to suit their confection to 
the public’s palate 

During the showing of these 
films, a pleasant touch was added 
to the show by the handing to 
their audience of Mars 
for taste experiments The 
same recipe will be 
ull the 180 towns where these 
films are to be shown. Both ef 
these colour films were made by 
associates of the Film Producers 

Guild 


Mars Ltd 


have retail trade 


how to 


success if a 


shop 


typical 


selected as the 
the story, inst 


young man 


sampics 


employed in 


The Drama 

Of The T.T. 
Ww THER a motor cycling 

fan or not, nobody who has 

the good fortune to see Shell-Mex 
ind BP.'s film record of the “Isle 
of Man T.T. 1950" can 
away unimpressed by 
of the race itself, and by the br! 
hance of the Shell Film Unit, who 
captured so much of the spirit 
of this meeting 

The tortuous 47}-mile circuit 
was covered by ten cameramen 
whose movements around the 
controlled by 
director of the film with the 
of walk e-talkie radio sets To 
have been able to select the pos 
sible winners—nay, more, the 
winner—out of 80 riders smacks 
of intuition itself, and to have 
heen able to present a 25-minute 


come 


the drama 


course were 


film without a trace of the con- 
testants’ ever being out of focus 
is a deft feat of editing 


Oil In 
A New Light 
FTER seeing the Anglo- 
Iranian Oij Company’s prize- 
winner at Venice——“As Old As 
The Hills"—one appreciates how 
the cartoon has added an extra 
dimension to the already elastic 
medium of film 
This film is a graphic descrip- 
tion of how oil was born. The 
process being both a submarine 
and subterranean development, 
spread over millions of years, 
only drawings can compose the 
story into a simple, comprehen- 
sible pattern. 
Add the 


tasteful colourings, 


by the company's own unit. It 
shows some of the 60 men under- 
guing re-training in their own 
centre, where product on machin- 
ery has been devised to exercise 
the affected muscles 

These remedial methods appear 
to have had an excellent effect on 
morale, perhaps because the work 
enables the men to earn their pay. 
Many of the devices have a Heath 
Robinson aspect, but all of them 
have been created with the help 
of an orthopedic surgeon and are 
continually being subjected to 
medical inspection, so that the 
recovery of the disabled can be 
gauged 

The film, though suffering from 
the blemishes of amateur produc- 
tion, has been in demand both 
sides of the Iron Curtain. Need- 
less to say, such films are excel- 


Geoff Duke, the 1950 

T.T. winner, at Creg-Ny- 

4 shot from the Shell film 

Richt: Emlyn Williams presents 

that £91,832 cheque in the Theatre 

Publvity Ltd. film made for 
Lislewoods Ltd. in 66 hours. 


sways to be associated with a 
Halas & Batchelor film, and the 
which takes travel on 
w s for granted, will think of 
lubricants in a new light. 


Back Into 
Circulation 
i ig~ RE must be quite a lot of 


audience, 


habilitation of the injured 

1d disabled taking place in in- 
concerns. Yet the only 
have ever scen on this 
t is Vauxhall Motors’ “Re- 
tation in Industry,” made 


dustr 


film 1 


NOVEMBER 9, 1950 


The scope of the commer- 

cial film continues to widen. 

This month PAUL NUGAT 

reviews films on themes 

ranging from chocolate to 
carpets 
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lent indirect 
their sponsors. 


Hard Facts About 
Hard Metal 


NGINEERS will find the 45- 
minute film of Protolite Ltd., 

“Hard Metal,” of absorbing 
interest 

Tungsten carbide is the vital 
constituent of hard = metal. 
Wolfram and scheclite, the ores 
of tungsten, are seen entering the 
factory, and from this moment 
not one chemical process in the 
Stages of producing tungstic acid 
is omitted 

Again, the camera takes in all 
the details of screening, mixing 
and sintering of tungsten metal 
powder as used in the manufac- 
ture of hard metal. The film ends 
with some indications of the large 
field of this metal’s application. 

Although shot on 16 mm. and 
in colour (always noticeable for 
the absence of opticals), this 
Gateway Film Production has 
been made with precision though, 
perhaps, not always from the 
most effective angles. 


Two Films 
On The Carpet 


OOVER LTD. have kept 
faith with the film industry 
since 1937 They continue this 
policy with two new films, “It's 
About Time” and “Consider the 
Carpet.” 
“it's About Time” 
(Continued on page 36) 
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Star diving 


3 doo 
Ip a Cp. # 
At 15, took third / 


place in the English 
Championship at 
Wembley 1938... 


Took sixth place, despite 
an injured toe, in the wal ‘2 
Won the Hardboard and 

3 metre Springboard 

titles of England and 
Springboard of the 
Amateur Swimming 
Association in 


Olympic Games 1948... 
the Empire, and 1 metre 
July, 1949 
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ADVERTISER'S WEEKLY 


High Quality Films 
(Prestige, Sales, Training, Etc.). 


Preliminary Investigation and Treatment 
Without Cost. 


SPONSORS 
Stanton Lronworks Co. Lid Pressed Steel Co. Lad 
Shell-Meax BP. Ltd Harry Ferguson Lad 


Anglo-lIranian Oil Co. Lad. 


MIS RETIN 
Phy! CO bib 


CLAPHAM PARK ROAD, &§ we 


TELEPHONE MACAULAY 1082 


Managing Director: Prank Thrower 


Who sees your films ? 
By using a dual purpose 


DAYLIGHT 
CINEMA VAN 


You can screen them anywhere, any time, 


to any audience you may require 


Write for hire terms etc. to: 


BRITISH FILMS LTD. 


199 PICCADILLY, LONDON, W.I!I 


Mobile Projection Specialists 


photo by courtesy of Richord « & Aaldwins Limited 
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Thunderclap From Mars—continued 


bought a new Hoover is the mes- 
sage of this film, in which demon- 
stration is as usual emphasised as 
the main part of selling. The sales 
message has been wrapped up in 
a husband-and-wife comedy of 
errors and peevishness, which are 
set to rights by the performance 
of the latest model. The humour 
will go down well with readers of 
popular women’s magazines 

Consider the Carpet” will in- 
terest all women and, if slightly 
edited, schoo! children too, be- 
cause it shows the history and 
construction of carpets, and how 
carpet-making spread across 
Europe 

Both films were made by asso 
ciates of the Film Producers’ 
Guild and each runs for 20 
minutes 


A Magnificent 
Medical Film 


A' this year’s medical congress 
in Verona, 90 medical films 
were submitted An almost un- 
animous jury gave the first prize 
to Glaxo Laboratories’ “The 
Treatment of Infection of the 
Hand.” a Kodachrome film made 
by Realist Film Unit Ltd 

This film, of course, ts not in- 
tended for a lay audience. But to 
doctors, and especially those with 
a clientéle from industry, this 
film is a magnificent example of 
how the latest advances in sur- 
gical technique can be rapidly 
spread throughout the medical 
profession 

Further, as is pointed out, in- 
fections of the hand cause an 
enormous waste of working hours 
ind much serious disability, so 
that any measures that achieve a 
shortening of this loss will be 
welcome alike to patients, doctors, 
and employers 

Most of the film has been shot 
in close-up. and the commentary 


is a triumph of precision 


One Is Eligible 
For TV 
T this time of year, those who 
work on farms find the long 
dark nights give them an oppor- 
tunity to catch up on their studies 
of mechanical aids to better farm- 
ing. Oil companies have always 
shown that they are well aware 
of this, as the new issue of the 
Shell-Mex and B.P. “Scrapbook 
No. 2” bears witness It con- 
tains items on silage making in 
England, the reclamation of mar 
ginal land in Scotland, sheep 
farming in Wales, and a socia! 
visit to Arundel Castle 
Diesel engines being the latest 
type of combustion engine ‘to 
touch farming, it is not surpris 
ing that Shell have followed the 
same path as Anglo-American 
Oil and produced “Diesel on the 
Farm.” The absence of advertis 
ing in this film, which the Merlin 
Film Co. have produced for them, 
makes it cligible for TV showings 
It is, Moreover, Most instructive 


A Present 
For Santa 


O tie up with their Christmas 
trade, Roason Products Ltd 

have sponsored a 2-minute colour 
cartoon film for theatrical distri- 
bution 

With the natty tithe “Lighter 
Moments,” the film gives the 
Father Christmas story a new 
twist. A little boy, aroused from 
his slumbers by the arrival of 
Father Christmas, repays the visit 
in kind—that is, with a Ronson 
lighter to replace the lantern from 
which the Old Man is in the habit 
of lighting his pipe 

The film was made by Gerrault, 
a Paris film company, and is 
being handled in Britain by 
Screen Space Ltd. It has a most 
delicate and telling touch 


The Film As A Publicity Medium 


Here, concisely stated, are some of the things which should 


be borne in mind after the decision to produce a film has 


been made. 


NCE you have’ decided 

to sponsor or produce a 

film, the next obstacle to 
overcome is distribution 

There are two distributi out 

] o you-35 mm 

and > mm you decide on 

18 mn ith n ve n the 3§ 

1 i-going 

have 

3Smm 

And 

fone, 

not 


guaranteed If your film is a 
direct advertising “short” then 
this is the distribution you will 
obviously go all out for 

The other method of distribu 
tion open to you is 16 mm. For 
this purpose you employ indoor 
and outdoor mobile film units 
There is also a very large 16 mm 
library network functioning in 
this country which will be an 
additional outlet for your film 
Incidentally, if you obtain 35 mm 
release for your film, this 16 mm 
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distribution is still open to you 
after the film has completed its 
circuit of the cinemas 

Bearing in mind the fact that 
your film must be up to theatrical 
standards in treatment and 
quality, you can have as much 
advertising and propaganda as 
you feel your audience will 
stomach. In other words, there 
are no restrictions in this field as 
there is with 35 mm. distribution, 
other than what you feel the aver- 


Extracts from an address by 

DON HUNT, of Aims of 

Industry Ltd., to the Publicity 
Convention at Llandudno 


age man and woman in the street 
will take 

With this latter form of distri- 
bution you can more or less 
choose the section of the public 
that you want to reach. With 35 
mm., of course, you get all cross- 
sectrons of society, but you can't 
sectionalise your audience 

For instance, if you had a film 
in which you particularly wanted 
to interest women of the country, 
then on the theatrical circuits 
you take the risk of boring SO 
per cent of your audience, 
whereas on 16 mm. distribution 
you can go all out for women 
audiences exclusively 


Decide On 

The Audience 

When producing a film decide 
on the audience that you want to 
reach, and make a film primarily 
for that audience. But if there 
are other sections of the public 
to which you think your film 
would appeal, then by careful 
scripting, coupled with changed 
commentaries, you can obtain 
possibly two or even three separ 
ate films angled to appeal to an 
entirely different audience for 
very slight increase in the cost of 
your original production. Suffi 
cient photographic material can 
be shot when undertaking the 
original production to give you 
all the material required for the 
other versions 

I can quote a practical example 
of this in the Mr. Cube campaign 
which we undertook for Tate & 
Lyle Ltd. We produced a film for 
them which was primarily de- 
signed to show the public the 
efficiency of the sugar industry 
how it went about its job and its 
contribution to the general wel 
fare A propaganda note was 
introduced at the end of this film 
which questioned the wisdom of 
nationalising the sugar industry 
of this country, and at the same 
time suffic ent mater i! was 
photographed to produce an 
yal film devoid of any 
propaganda whatsoever 


educat 


In these days when every penny 
counts, two for practically the 


cost of one is something to bear 
in mind 

On film making generally much 
could be said, but there are one 
or two points which I think could 
bear mention. There are two al- 
ternative processes open to you 
when making a _ film-—mono 
chrome and “colour.” There is 
not a great deal of difference in 
the cost of the two processes. It 
depends entirely on the subject 

The laboratory processing of 
your film in colour takes a little 
longer than black and white. But 
if you decide on black and white 

remember that it is black and 
white and if yeu are filming any 
manufacturing process where 
cleanliness is the keynote bear this 
very much in mind. No matter 
how the commentator may stress 
that stringent hygienic precautions 
are being carried out, the picture 
may completely contradict the. 
impression he is trying to create 


The Browns 


are at the 
Pictures! 


= 


So are the Smiths and 
Robinsons - YOUR 
CUSTOMERS! No 
matter the weather, you can 
always be sure they will be 
there! Over 15,000,000* of 
them - or more than half 
the total cinema-going 
public - can be reached 
through Presburys - the 
firm who first introduced 
the screen to National 
Advertisers. 


The quality of Presburys’ 
production of films and 
slides is unsurpassed - and, 
what is more, they PULL 
RESULTS! 


*Bosed on 40%, of copocity attendance. 
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we want to do is to sell . . . 


“Films are no use to me—We 


produce too many different things 
for a wide variety of markets 
and anyway, we have enough orders 


on our books and the last thing 


oh 


ND, because we are but the servants of 
ré 
+ Rindustry, we used to bow deeply and depart 


. * . 


| UT although we serve industry, we really 
don’t believe that every industrialist is always 
right. We were well brought up and think that 
a good servant should anticipate his master’s 
wants 


\' are fortunate in having among our 
masters, many men of vision who believe 
that we know a lot about our own medium, and 
our lives, we are happy to say, are a continuous 
exchange of views and ideas. From such inter- 
change of thoughts, we have been able to devise 
a new use of films for industry A use which is 
most economical but for all that one of the most 
powerful and influential methods of communica- 
tion available to those who believe in public and 
internal relations. We call this new type of film 
generically “a film magazine” We are, at 
present engaged in making four such films, and 
each is entirely different in form and presenta- 
tion of content. That is as it should be, for each 
is distinctive of the House it represents 


F any reader of this advertisement honestly 

believes that our opening remarks might have 
been made by himself, we would be very pleased 
to include him among those with whom we are 
happy to exchange views and ideas 


THE FILM PRODUCERS GUILD LTD 


PRES OR: ee ie: 0 


S. PRESBURY & CO.,LTD 
GLOUCESTER HOUSE 
19 CHARING CKOSS ROAD, W.C.2 
Whitehall! 3601 


TEMple Bar 5420 


(4 member of the Association of Specialised Film Producers) 
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‘ “For Greater London & Surrey eectane” | 


Crovdon 


Cimes 


SERIES 


NEW BOOKS 


REVIEWED 


Consistency In 
Good Style 
Printed English. by Henry Jacob (Gyivan 
Press Lid, &. 64.) 


Style in the writing of English 
cannot, | suggest, be taught unless 


helpfully, he devotes a whole 
section to “The comma and is 
proper use,” a matter on which 
so many need enlightenment. 
This, and much more, provides 
a simple refresher course for 
those of us who tend to forget 
what we were taught at school. 


In places where writers congre- 
gate, it should settie many an 
argument.—C.D.R. 


, the aptitude already exists. Good 
104 HiGH a, CROYDON Tel. Croydon 3434 writers are born rather than made 
q By good writ.ng I mean the ability 

a to convey information and ex- 


a ne Rags —_ re my and I.S.B.A.’s First 
Mucidily Ws Gemands a passion H . , 
alf Century 


for precision, both in the choice 
of words and in their arrange- The drama that goes to the 
ment, plus an instinctive sense of making of all good trade as:ocia- 
oes For words agg spoken tions informs the pages of Fifty 
efc ae : = en, and one Years Service To Aavertisers. the 
ot thi » t . - 

Et sad ers “fall rope to wrlte — story of the first half-century of 
ngHsh gracefully without 4 the Incorporated Society of 
teeling for its rhythmic expression British Advertisers, written by its 
director, Alan Whitworth 


n terms of sound 
Not all o p : 

ut of us possess these Trade associations usually come 
into being in 


qualites of intellect and emotion, 


deals with every phase of the textile 


industry. A first quality publication that 


must be on your advertising schedule 


answer to a real 
which can be cultivated, but mot need. 1.S.B.A. certa nly did. There 
: when you sell to the textile manufacturers. emplanted, by tuition. But it ts were many things wrong with ad- 
: ges by em = grammar vertising fifty years ago. Cir- 
' an syntax an y Selective . . 
; . - culations were guarded “like 
EMMOTT & CO LTD. 31 KING STREET WEST. MANCHESTER 3 reading, to leara to write moder- secrets of state” a were in- 
i 1 ate} “}} : e E Re 
A } ately well, and to avoid the consistent; much advertising was - 
: |; reer v4 en in this crude and dishonest; marketing a5. 
; : | speed-dom yg. and media research were un- m 
i + This modest little book, sub known; tricksters abounded 
‘ | SITES } Uted | “Consistency 7- Good “Advertising agents were un- 
A ; ’ ; 3 ‘ style, can therefore be com- friendly, if not definitely hostile 
4 | ; y aR mended to all who write for a In those days, many of them, in- 
i iveliha } ‘ ® TY key 
a BULLETINS Bee | vcthood The urhor's aim. 19 cluding some of the biggest, held 
} : i his own words, is “the severely the sole agency for the sale of * 
i - practcal one of altempting to advertisement space in one or 
* rmutlate me tT mem- ' 
: ‘ for a - some cas 7 remem more well-known publications, 
a - yered ard simple ruies for over- - ; - -ven = 
— a 1 a ty event, they é 
Bs Our Sites and since, i a i cy 


coming alternative usages so 


is often met with in the English 
A Public Utility inguage Thus he Rew to 
obtain some uniformity in prac- 
tice in doubiful cases where prob- 
lems of style or grammatical 


depended almost exclusively on 
the commissions they earned on 
the space they bought or sold, 
they naturally sided with thosc 
who paid them. The advertisers, 
therefore, as the buyers, were in 


Privately Owned 
HARROW BILLPOSTING COMPANY. 


2 structure af.se the unenviable rosition of paying 
H. E. ORME LTD. o. - v sound bc yap the piper w.thout any say in 
4 co we se into so § ar) a CK » f » 
SR = pass that to summarise ts m- = pdhoay a that scven men 
8 oe ossible, but a few examples will decided that something ought to 
» serve to indicate its nature be done about it. But it was not 


Alternative spellings are a 
constant source of perplexity 
when, for instance, to use the 
suffixes -ahle or -ible se or -ize. 
indicates the 
He tells when 


till nine years later that there was 
founded the Advertisers’ Protec- 
tion Society, precursor of 18.B.A., 
oldest association of advert.sers 
in the world 

It need hardly be said that the 


PRINTING 


AT ITS BEST 


Mr. Jacob gently 
preferable choice 


to double. and when not 0 newspapers and periodicals, not 

double, final consonants; when wpe ca c ee + 

We specialise in the quality production of a er accel agate en Sa = te, station ie mprenee, Ge set 

P = 7 < r } > = : % are ¥ ake kindly to the ne anisa- 

Price Lists, Catalogu “t B ures, Adv rtising to use sh ind will, who, which tion, which was soon to publish 
Leaflets, High-class Colour Half-tone Work, etc or that: when to use the singular 


on the front page of its Monthly 
Circular the slogan: “What we 
want is net sales—Pulp mill cir- 


or plural verb form with collec- 


tive ouns; ho se h 
FOX PRINTING PRESS Been ogy Trea 


apostrophe Perhaps even more culation does not sell goods.” 
TYPOS HOUSE, MAYBANK ROAD, LONDON, E.18 cl ow woedhin’ on eelaht tsox Sieh 
Vetaphone ; BUCKhurse 120 Roads of France (Niffe, 5s.) is expected. arose from its decision 
a pocket-sized guide to srist to compile a list of publications 
utes, written by A. G. Douglas giving the Society's estimate of 
: A Clease, atsociate editor of The their net sales. 
- ; EXHIBITION STANDS AND Autocar. Not only are the prin- These. and subsequent _land- 
A TOTYPE #6\ of course DISPLAYS OF QUALITY cival highways described. with marks in the _ history of Bap 
N eadof 13 maps. but the author Society rom the foundation 9 
’ J - 1 . 
as R OBIASO! provides much practical informa- the Audit Bureau of Circula‘tions 
COLOUR RETOUCHING srUDptieos, LINtTKe tion on procedures and hotels. to how — Rag — > 
ee ust t 3 by thering the an tor vo! a 
by expert craftsme 72a Plough Rd., Battersea, S.W.!I Just what is wanted y the a ns 7 Ne en oe 
The Autorype Co. Ltd, Brownlow Rd Tol, Mee. @ s00 $300 & 4886 motorist going to France for the limitat « « : * H 
Londen, W.15 Phone : EALing 2691 first time. engrossingly described.—M.H. 
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ADVERTISER'S WEEKLY 


ve and spend in 
BIRMINGHAM 


A brass screw or a gold tea service ... wire 
netting, an electric furnace . . . tools and 
tyres, cars and cocoa—whatever you need, 
it’s almost sure to be made in Birmingham, 
Britain's g:catest manufacturing centre. Its 
metal industries alone employ more than 
200,000 of its million population. 


1 The world’s most modern machines (like the new lathe shown 

above), help to swell Birmingham's eno-mous and infinitely varied 
output. Skilled engineers earn high wages—high wages mean high 
spending power 


pores 


2 Part of the body-trimm: of the Rever Compas maners 

at yp first turbocar 1 e Mc orns and Austin Companies also dave 
great car factories at Birmingham —Austin’s recently exported theu 250,000 
post-war vehicle 


ee 


3 Mr. Harry Wood, manager of the tyre repairing section at Dunlop's 
with two tyres from the Berlin air-lift. Left, tyre as received ; 
right, worn tyre remoulded, ready for service again. 


Automatic wrapping of colates a Cadbury's great factor it was 
here at Bournville that George Cadbury founded in 1879 the firs, mode 
garden village for his employees 


5 Bicycle assembly at the Birmingham Small Arms (B.5.A.) factory 
Thousands of bicycles are produced here every week—mosuy for export 


BIRMINGHAM GAZETTE 


(largest net sales Of any morning paper published in the Midlands) 


Birmingham spends probably well over £200 million a year in 


goods and services. Success in this great mar ket is best assured by EVENING DISPATCH {nenedy end covesently growing selon 
advertising in the BIRMINGHAM GazettE, the Eventnc Dispatcu 


and the SUNDAY MeErcuny—three media of exceptional pulling SUNDAY MERCURY °(*" Sunday paper published and 


and very wide ty. inted in the Midiands) 
pone “ry popularit) (Members of the Audit Bureou of Circulations) 


ERNEST LUMSDON : London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 
167-170 FLEET STREET, LONDON, E.C.4. Tel: CENeral 3265 


Leeds Office : Russell Chambers, Merrion Screet, LEEDS 2 Manchester Office Midland Bank House, 26 Cross St., MANCHESTER 2 
Tel: LEEOS i499 Tc), BLACKFRIARS 3930 
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Mainly 


Personal— 


By CONTACT 


FOR ONE who, while yet 
in his thirties, has been judg id 
worthy of such a post as 
editorial director of the 
Kemsicy 
group, ¢ 
Hamilton 
one of 
most modest 
and diffident 
men I have 
ever met 
His only 
boast is that 
for the 44 
years he has 
been Lord 
Kemstley 
personal as- 
sistant, the 
only one 
who has 
worked harder than he has is 
Lord Kemsley himself—a “fanatic 
for work.” 
E Xcept 


C. D. Hamilton 


for the war 
Hamilton has been a Kemsley 
man from the word “go.” A! 
though coming from engineering 
stock, he practised journalism 
even at school by writing on 
Scouting for the local paper. He 
persuaded his father to get him 


period 


started with the Middlesbrough 
Evening Gazette, after which he 
went to the Newcastle Evening 
Chronicle and North Mail 

His war career was an eventful 
one. A DS.O., he was one of 
the four officer survivors of his 
battalion at Dunkirk; and, as 
lieut.-colonel, commanded a bat- 
talion at the Normandy invasion 
and, later, a battalion of the Duke 
of Wellington's Regiment in 
Holland and Germany 

Hamilton's appointment is one 
more example of Lord Kemsicy’s 
far-sighted policy of grooming 
promising young men for impor- 
tant posts which their seniors 
vacate on retirement 


* . * 


A GROUP of practising artists 
(many of them in advertising) 
calling themselves “Tavern 
Artists” have been exhibiting 
their work in three Hampstead 
pubs, The Freemasons Arms, 
The Britannia Hotel, and Jack 
Straw’s Castle. James Lawson, 
chairman of the group, tells me 
that from the Freemasons Arms 
in the first two months after its 
coming into being the group has 


sold £120 worth of pictures. There 


i ubliaheta 
Cthe i Anew! 


Space buyers should bear in mind 
the recognition of the quality of the advertising 
columns of The Universe by the National Press 
and other leading publishers 


Advertisers’ announcements during 
the past two years have included: 


The Daily Express 
The Daily Mail 
The Daily Telegraph 


News Chronicle 


The Times 
Sunday 
Mustrated 


London News 


Picture Post 
UWlustrated 
Irish Standard 
The Tablet 


Times 


ABC Net Sales 231,723 


Buy in the right market and get 


at 4 


FIELD HOUSE 


BREAMS BLILDINGS 


QUALITY » QUANTITY « RESULTS 


inch 


No national appropriation is complete without 


The Universe 


LONDON EC4 


| 


is a complete change of pictures 
in each pub every two months 
and the reaction of both landlords 
and patrons to the exhibitions has 
been most encouraging. The land- 
lords’ pleasure is not lessened by 
the fact that they receive 10 per 
cent of the takings 

Tavern Artists hope to hold ex- 
hibitions in many more public 
houses and hotels in London and 
the outskirts. Lawson would be 
pleased to hear of any suitable 
house for this purpose. 

* * 

A LARGE gathering of advertis- 
ing men and women got some 
idea of the influence wielded in 
the theatrical field by Sam 
Heppner, of Mather & Crowther 
Ltd., at the recent Jamaica Rum 
cocktail party, at the Hungaria 
Restaurant 

To judge three rum cocktails, 
Sam produced a panel of star 
personalities which included 
Doris Richardson, of Norman 
Kark Publications, Leslie 
Mitchell, Richard Todd, and 
Patricia Dainton. Although they 
agreed on the winner, a re-shake 
became necessary because the 
other two cocktails scored equal 
marks. Sam found another panel, 
equally lustrous, and when they 
proved themselves indecisive, had 
to find yet another 

All this had to be done quickly 
and quietly, without disturbing 
the flow of events. Among those 
he successfully lured into the 
spotlights were such notabilities 
as Ted Kavanagh, Raymond 
Glendenning and Joy Shelton 

No wonder that Mather & 
Crowther received many graceful 
tributes—to which Gordon 
Boggon replied 

+ 7 * 


IT IS A rather disillusioned Susan 
Korn who has returned to this 
country after a year in the 
States. Judging by her impres- 
sions, as recounted to members 
of the Publicity Club of London 
at the Aldwych Club last week, 
American advertising agency 
efficiency is by no means all that 
it 18 Cracked up to be 

Susan was given the job of re- 
creating the department of one 
the 15-odd agencies on whom she 
called Among the things that 
puzzled her was the ruling that 
advertisers had to pay the agen 
cies before publication of any 
advertisements. If the reproduc 
tion of an advertisement in an 
early edition of a paper was poor. 
a whole new plate was substi 
tuted—which was exceedingly 
extravagant because it seldom 
made any difference anyway! 

The employment position she 
found far from easy Employ- 
ment agencies that demanded 10 
per cent of their clients’ income 
for a whole year(') are well 
patronised 

Before going to the States, Miss 
Korn was with G. S. Royds td 
for nearly twenty years, and was 
a council member of the London 


Club 

a 7 . 
THE CREATIVE CIRCLE 
for its new president a man 
I think, will bring the cre 


has 
who 


ative 
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instinct to his handling of its 
affairs during the next year. 
Harry Jones says he is not 2 
“front man.” He is one of those 
who create with brush or type- 
writer, and not with their tongues, 
and in one short speech showed 
enough of himself, and of his 
ideas, to convince the members 
of the Circle that the man who 
will lead 
them during 
the Festival 


think about, 
but not 
much sitting- 
down to do 


the Creative 
Circle Exhi 
bition at the 
International 
Advertising 
Confere nce 
should not be insular, but repre 
sentative of many countries; that 
the students’ holiday scheme should 
be extended to the provinces; that 
creative men should get to know 
research and business executives 
and not treat them as “squabbling 
partners”; that exploration into 
colour reproduction and optics 
might be worthwhile; that con 
tacts with the Art Directors Club 
of America should be streng 
thened; that creative men should 
“play ball” with copy research; 
that they should take a hand in 
local Government, and stop rural 
councils from “monkeying about” 
with their advertisements; that 
they should pay more attention .o 
neglected media, such as films, 
slides and direct mail. And that 
the Creative Circle should be 
more aggressive —even militant 
A * * 

A RECORD has been reached in 
the space sold for the programme 
of the Fleet Street Players’ show, 
“The Black Eye,” thanks to the 
efforts of Frederick Waddington 
who, as the Players’ hon. publi- 
city officer, has gone all out to 
publicise the show and sell space 

Waddington is manager of 
Food Manufacturer, Muck 
Shifter, etc., of the Leonard Hill 
technical group. Before joining 
Leonard Hill about ten years ago, 
he was with Benn Brothers, on 
the advertisement side, for 14 
years. 


Harry Jones 


WEEKS WISECRACK 


“That top-flight copywriter 
we took on is beefing 
about having to work in 
the basement.” 
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BRITAIN’S GREATEST NEED 


Unit costs must be competitive 


by world comparison because buyers have to buy competitively 


Buyers, however friendly, must buy where the prices are 
right. British made goods can only find markets if they 
are better, on better terms, than their competitors. 


This is what the plant, machinery and equipment in 
Britain’s factories now are up against. 


Modernisation is the need and that is why salesmanship 
begins at home for the makers of industrial equipment. 


That is why every device of enlightened marketing needs 
to be employed: in advertising first, because advertising 
is so often the first and right approach. 


[Industrial Advertising in 


Enlightenment comes as a realisation grows that the coverage 
include the men who 
expenditure — which purchases of 
machinery and equipment involve. 


of industrial adverusing must 


authorise capital 


At the top of the smal! list of the right channels is THE 
FINANCIAL TIMES, read for business reasons by the men 
who sign the Minute, “Agree to place the order”. 


THE FINANCIAL TIMES 


reaches TOP MANAGEMENT certainly 


SIDNEY HENSCHEL © ADVERTISEMENT MANAGER ° 72 COLEMAN STREET © LONDON © EC2 - MONARCH 8833 
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cast on a 


i 
EFFECTIVE BORDER UNITS 
: 8t which 13 


‘“MONOTY PE’ 


: 


TUNEL LPRGRE TRAE ER VAD! scat 


THE MONOTYPE CORPORATION LIME 


£6°66 Lincotns nn Plelds, London, W 


TED 


COMPOSITION CASTER 


(Display Attachment for sizes above 14 point) 


! 


Reg. Trade Mark mo 


Wore alhords edt 


sOTYPE 


rey 


WE KEEP 


. 


OUR 


tdeertisement Manager 


yr ~ ry a] ’ 
- among firma who have been advertising (with 
this paper) since 1890 are S. Maw, Son & Sons, Keen 
Robinson, Bailey & Garrould,” 
Extract from Advertiser's Weekly, Sept. 15 


MIDWIVES CHRONICLE 


& NURSING NOTES 


Phe Official Journal of the Royal College of Midwives 


Professional subscribers in 23 Countries 


23a MOTCOMB STREET, S.W.1. SLOane 1784 


CLELAND 
PASHAS ING 


Cartons, outers and display pieces made 

to order, in immaculate style and in the 

best traditions of industrial Design — 
functionally and visually 


WM. W. CLELAND LTD 


STAPLE HOUSE. HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


Londen 


BOLTON 


STANDARD 


THE LEADING 
LOCAL WEEKLY 


On sale every Thursday 
VICTORIA ST., BOLTON 


Tel. 4742 (2 lines 


Chancery 8752/3 


116 High Holborn £ 
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CURRENT ADVERTISING 


Margarine Branding In Jersey: 


Campaigns For 


To give the Jersey housewife 
freedom of choice, the Essential 
Commodities Committee of the 
Jersey States decided to allow 
branded margarine and cooking 
fat to be sold again as from 
October 8 although both commo 
dities are still rationed 

Van Den Berghs & Jurgens 
Ltd. have therefore re-introduced 
into Jersey their Stork margarine 
and Spry cooking fat, with adver 
tising campaigns handled by 
Lintas Ltd. 


Nationals Ads. For 
Stergene Detergent 


Stergene liquid synthetic deter 
gent, which has been extensively 
advertised in North England and 
some parts of the West of Eng- 
und and South London, has been 
nationally distributed and will be 
advertised in the national Press 
throughout 1951. W. H. Gollings 
& Associates have been appointed 
to handle this part of the account 
Redheads of Newcastle continue 
to act in the North 


ACCOUNTS MOVING 


To Lintas Ltd: Birds 
Frozen Foods 

lo John Haddon & Co., Ltd: 
Alvis cars (nationals, magazines 
motoring and trade Press) 

lo Henry Squire & Co.: Coruba 
rum, from December 1 

To Smiths’ Advertising Agency 
Ltd.: Solazzi liquorice sticks 
Preliminary scheme in nationals 
to be considerably 


Eye 


Stork and Spry 


cludes contributions from Rose 
Macaulay and William Sansom, 
is being issued 

lo Smiths’ Advertising Agency 
Ltd.: Din-Din Ltd., who are to 
launch a series of meat purees 
for babies through grocery and 
chemists’ trade Press, and wel- 
fare journals 

To John Mitchell & Partners 
Ltd.: Essex Acro Ltd. 

To Downtons Ltd: Ateliers 
Constructions Electriques de 
Charleroi, Belgium, manufac- 
turers of cables, hospital and 
medical equipment 


ACCOUNTS _RELINQUISHED 


Smediey Advertising Service 
Ltd. have relinquished the account 
of A. ¢ Gill & Cleaver Ltd 
Nottingham, makers of Marquise 
hair nets 
NEW CAMPAIGNS 

For “My Love,” a new perfume 
by Elisabeth Arden, in Harper's 
Bazaar, Homes and Gardens 
Tatler, and Vogue For Jacger. 
in nationals and “class” maga 
zines Agents) Colman, Prentis 
& Varley Ltd. 

For Courage Ale, which is 
being advertised for the _ first 
time, teasers in London evenings 
Agents’ C. D. Notley (Advertis- 
ing) Ltd. 

For Trans World Airline 
which, following the amalgama 
tion of Pan American and Ameri 
can Overseas Airlines, has been 
granted a licence to fly into 
London, increased appropriation 


extended later 

To Applied 
Designs Co. Ltd., 
Raymond Electrics 
Lid.. radios and 
television sets 

To Wilkes Bros. 
& Greenwood Ltd.: 
Howard Wall Ltd 
makers of VG 
brassicres (women 
and trade 
Latch & 

Ltd 


manu 


—-> 
journals 
Press) 

Batchelor 
wire rope 
facturers (technical 


journals) 
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NEW ACCOUNTS 
lo Williags 
Press Service Ltd.: 


A spevia campaign 


(Nationals, 
interest 

ind monthhies 
shee posters 
central 


and direct 


AT LasT! ‘ 
qotking fat. 
The ae heamed of! | 


am | 


A specially de 
suned bookle'! 
Sunshine Holiday hese two 
NOW” which in 


half 


Van Den Berghs & 


pages for 
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m nationals and 
Agents: John Haddon & Co., Lad. 

For the Mrs. Beeton’s House- 
hold Management series pub 
lished by Ward Lock, in nationals, 
women's journals, Radio Times 
and tube cards. Agents: Charles 


magazines 


For Knox Laboratories Ltd 
Cystex and Mendaco, in nationals 
provincials, women's journals 
Irish papers week lies 
and trade Clinical 
Products Ltd., Dormiprin, Uni- 
prin, Persomnia, Menovo, Poly 
crest, in medical, nursing, and 
Trade Press.—-For Percy Jones 
(Twinlock) Ltd. in business 
journals For Harvest Saver & 
Implement Co., Ltd., in farming 
Press. Agents: Smiths’ Advertis- 
ing Agency Ltd. 

For Ammident 


religious 
Press.—For 


toothpaste, in 


trade Press and Daily Graphic 
Further plans not yet fixed 
Agents: Erwoeds Lad. 

For Ekco Belvedere plastic 
toilet seats, in building, archi 
tectural and “home™ journals 
supported by new display 
material and literature. Agents 


Willings Press Service Ltd. 
For Underwood Secretarial 
Colleges, in provincials._For 


Underwood Ellwutt 
mechanised accounting equip 
ment, in professional journals 
For Glucozime tonic food bever 
age which ts now being nationally 
distributed, in trade journals 
Agents Greenly'’s Led. 

For Smith's Bluccol anti-freeze 
in nationals, London evenings 
genera! interest Magazines, motor 
ing and trade Press to the end vo! 
February.-For a new Radio 
mobile set, introductory ads. in 


Fisher Ltd. 


nationals followed by regular 
insertions im general interest and 
motoring magazines Agents 


Masius & Fergusson Ltd. 

For Black Ben ale, being intro 
duced by Truman's, in trade 
Press ‘Agents: Winter Thomas 
Co., Ltd.) and on normal! sites on 
Lt buses Agents) Henry 
Squire & Co. 


For Nivea creme, to introduce 


4-07 beauty packs,” in trade 
Press and women's journals 
Agent James M. Greenwood 


Advertising Ltd. 

For Seashell range of industrial 
lubricunts manufactured by Shell 
Mex and B.P. Ltd., colour pages 
in mining, iron and steel, electric 
and engineering journals 


Agents 
Mather & Crowther Ltd 


BRIAN HILTON ON ‘FESTIVAL’ TYPE 


(Continued from page 6) 


dimensional character 
could be used by signwriters 
without difficulty. The thought 
that the design might live after 
the Festival came later 


which 


Six months conscientious and 
knowledgable work went into 
designing the face. Mr. Boydell 


decided, in consultation with the 
Festival authorities, that the for 
mal Roman letter should be the 
basis for the new face. He then 
proceeded to evolve a letter which 
had essential characteristics not 
merely of our age but of this 
hour. He sought to capture the 
spirit of the machine, with ‘ts 
speed, precision and power. The 
letter 1s narrow for purely practi 
cal advertising reasons. It leans 
forward slightly and its weight 's 
a little above centre—note how 
the solid black strokes thicken 
towards the top and how the letter 
O is thickened above the centre 
line. This imparts the same feel 
ing as the design of the modern 
motor car with its tlusion of 
rhomboidal front end 

Festival has the appearance 
that it might have been cut from 


sheet metal, and bent to a slight 
angle along its plane surface. It 
looks as if light is being reflected 
from one side leaving the other 
mn darkness 

I foresee arguments about the 
oblique strokes at the top cf 
vertical outhnes, which Mr. Boy 
dell describes as “integral serifs.’ 
It is this characteristic which 
largely gives the face its indivi 
dualism, but there will undoub 
tedly be differences of opinion 
over the placing of these half 
fishtail terminals—as there will 
also be over the relationship of 
thick and thin strokes in closed 
letters like O as compared with 
open letters like N and f 

Festival is likely to achieve its 
immediate advertising objective 
it will give a strong and distinctive 
personality to Festival publicity 
Even if it were generally available 
immediately afterwards its asso 
ciation with one event would prob 
ably inhibit its use for a year or 
two cxcept by opportunists. There 
after « will drop into its natural 
place in the fashion cycle of ad 
vertising typography 


Quality 


Display 


LONDON TEL: 


TRA. 4277 


THORNTONS for 


@ EXHIBITION STANDS 
@ PORTABLE DISPLAYS 
SINGLE OR QUANTITY 
DESIGNING and or 
CONTRACTING 


THORNTONS’ (BIRMINGHAM) 
COMMON LANE KENILWORTH 
Phone BIKMINGHAM STE. 4235 
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LOGIC 


Inan industry bound up 
in red tape, countless 
rules and regulations, 
form filling etc., it is 
only LOGIC thar all 
its executives prefer 


COAL & COLLIERY 
VEWS-DIGEST 
to give them the news 

in a ‘nutshell’. 


This is borne out by 
the hundreds of letters 
received from Execu- 
tives in the Coal 
Industry who welcome 


COAL & COLLIERY 
NEWS-DIGEST 
for its concise and 
informative editorial. 


It follows therefore 
that a journal that is 
READ — its ADVER-. 
TISING Columns are 
valuable. 


For full particulars 
and Advertising Rates 


HARPER & CO. 
8 Lloyds Avenue, 
London, E03 


ROYAL 3838 


ADVERTISER'S WEEKLY 


a 


FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE BROWNEY & CO 


10 PERCY STREET LONDON 


Lt. 


we 


NOW READY 


Leaper’s 
Law of Advertising 


By W. J. Leaper 
of the Inner Temple, Barrister-at- 
Low. Assistant General Secretary 
of the Advertising Association 


This practical book brings 
together all aspects of the law 
which affect advertising in any 
way, and gives expert advice 
on the legal problems and 
pitfalls which beset all con- 
cerned with advertising. 

A book such as this, welding so 
many scattered fragments into 
a well-ordered and readable 
whole, is obviously a valuable 
timesaver and safeguard it 
should be the constant com- 


panion of Copywriters, ad- 
vertising practitioners, com 
mercial artists and photo- 


graphers, periodicals and the 
trade press—all, in fact, who 
handle publicity for commercial 
firms and other organisations. 


Price 2/s., by post Is. extra 


BUTTERWORTHS 
SELL YARD TEMPLE SAR LONDON WC2 
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THAT the Aldwych Club expects 
a more than usually lively meet 
ing on November 15, when Paul 
Wright, director of public rela- 
tions for the Festival of Britain 
is to give a lunch-hour address 
A bombardment of questions is 
being prepared for him 
> . * 


THAT 250 members of the Pub 
licity Club of London will go 
on a Litth Journey to see ice 
hockey at the Empire Poo! 
Wembley, next Thursday 

* * * 


THAT twenty-one members of 
the staff of the Cheseborough 
Manufacturing Co., with J. G. 

, sales director, visited the 
A.C. Nielsen Company's market 
ing research organisation in 
Oxford last week They were 
taken round by ©. J. Cross 
Brown, Niclsen executive 

* * * 
THAT “Bonaventure.” the stage 
success written by Charlotte 
Hastings (formerly with Sells 
(14). is to be filmed with 
Claudette Colbert as the nun 
turned-detective 


Seals for 


We Hear— 


THAT LS.M.A. may send a 

deputation to Paris in May for 

the annual meeting of the Federa 

tion of Sales Managers of France 
* * * 


THAT R, H. Mabey, Oxford 
University Press, a member of the 
Advertising Club of Oxford, in 
scribed the City of Oxford 1939 
45 Roll of Honour 

* * * 
!HAT Arthur Chadwick wil! be 
defendant” in an “action for 
libel” on Monday, November 27 
But 

* * * 
THAT his many friends in adver 
tising need have no fear for his 
welfare, for the case will be heard 
at a mock trial at the Aldwych 
Club “Mr. Justice” Andrew 
Milne will preside 

* * 

THAT members of the Man 
chester branch ef the Incorpor 
ated Advertising Managers’ As 
sociation visited William Timpson 
Ltd.. shoe manufacturers, last 


week. Problems of window dress 
+ 


ing in the firm's 220 retail shops 
were demonstrated and discussed 


LITHEMBOS AND METCRAFT SEALS 
FAMOUS FOR 20 YEARS 


WALSALL LITHOGRAPHIC CO LTD 


MIDLAND ROAD 
29 LUDGATE HILL 


WALSALL 


LONDON: EC4 


Petula Clark, young 


J Arthur Rank 
star, switches on 
the first “Lets Go 
To The Pictures 


neon sign, in the 
windows of the 
London headquar 
ters of Hotel-Plan 
Lid. On the right 
‘s Ralph Brom 
head, administrator 
of the film indus 
trys Better Busi 
nessC ampaigu 
The windows are 
at the disposal of 
renters to advertise 
films 


THAT Ashley Havinden, art 
director of W. S. Crawford Ltd., 
will lecture on commercial typo- 
graphy at the St. Bride Institute 
on Tuesday. 

* * * 
THAT James Gleeson, of 
Higham's Press department, and 
Tom Waldron, B.B.C. producer, 
wrote “The Frogman.” a history 
of wartime underwater activities 
It was published on Monday 

. * . 
THAT a window-dressing com 
petition to promote a men’s wear 
gift token scheme is to start in 
November. And 

* * * 
THAI Participation in the 
scheme has been extended to nun 
members of the National Associa 
tion of Outfitters. 

* * * 
THAT R. W. Grundy, advertis 
ing information officer, News- 
paper Society, spoke on the value 
of the provincial Press, at Clacton 
Arts and Literary Society last 
week 

, * . 
THAT the South African Furni- 
ture Retailers Association is 
drafting an advertising code for 
its members which is likely to be 
based on the rules of the Retail 
Trading-Standards Association of 
Great Britain 

. * , 
THAT a two-colour half-page 
in the Daily Express will be used 
on November 16 for the “Look 
for the Cerise Circle” campaign 
of Smith's Electric Clocks Ltd 
And 

* * * 
THAT the firm spends £125,000 
a year on advertising \gents 
Scientific Publicity Lid 

. , * 
THAT editors of five French 
regional daihes on a goodwill tour 
met British journalists at a dinner 
organised by Voice & Vision, for 
the Bordeaux winegrowers 

* * * 
THAT a recent advertisement of 
a Lincolnshire coast resort reads 
‘Send 24d. for illustrated guide to 
publicity manager.” 

, * . 
THAT John Flyan, president of 
the Irish Master Printers’ Asso 
ciation, has been presented with z 
desk and chair by members of the 
organisation as a token of ap 
preciation of his eight vears" 
service 


THAT Leslie Feetham, service 
manager with The Robert Free- 
man Co., Ltd., has been presented 
with a baby son (Patrick 
Michael) 
* * + 
THAT D. Urban Hunt, informa- 
tion officer and assistant Press 
officer to the Tea Bureau, has 
been appointed hon. Press and 
publicity officer to the London 
Opera Club 


ADVERTISING 
DIARY 


Peday, November 16. 
Livespoot axp Disrert Pup 
cry Association, R. Hi on 
Planning an advertising campaign.” 
Postsciry CLus OF SHEFFIELD, 
annual ball, Grand Hotel, Sheffield, 
.F 


” pm 
. Ne 4. 
Bersto. ann West Pus.actty 
Civs, Max Ritson on 
opy with your feet Gre 
Hotel. Bristol 61 pom 
Teewlay, “November 14. 
Permrers Pension CORPORATION. 


l2ird anniversary festival Con- 


naught Rooms 


Womens Apverrisw~a § CluB,, 
speaker, Lord Brabazon. Trocadero, 
p.m 


Berrish Sates Promotion As- 
soctaTion, Dr Henry Durant on 
Research in Sales Promotion.” 


Howard Hotel Norfotk Street, 
6M paw 
Wednesday, November 15. 

Recent ADVERTISING Cuivs. 
Walter OG. Harrop on “Does ad- 
vertising sell books.” Royal Society 
’ Arts Jorn Adam Street. 
ow” pm 


Apvertisinc Cite OF ONPORSD. 
film on “The Story of .” pre- 
sented by A. H. Tarrant 

Acowyen Cius, speaker. Paul 
Wright on “Inside story of Festi- 
val.” 

Posuicrry Crus or Lon~pon, Little 
Journey to Bruton Led 
Palmers Green, 230 pm (and 
Friday. November 17) 


Beexs AND 
Cive luncheon 
Whitworth 


Speaker. Alan 
Crown Hotel, Slough 


Pusucrry Cius OF SHEFFIELD, 
H 


tuncheon Bingham on 
Sheffield and the Festival of 
Britain Grand Hotel, Sheffield 
12.30 p.m 


Pustuicrry Cius or Leaps, Ladies’ 
niet, Powolny's 


Market Restarcn Soctery. 
week-end course bemins. Mantichester 
Menday. November 


me. 
Pusuctrry Ciun oF 
John Rodgers, MP 


Walter Thompson Co} Resale 
Price Maintenance.” Waldorf. 
6 pm 


Posucry Civs oF SHerrunp, 
1 H. Harwood on “The trend in 
*" Grand Hotel, 
Sheffield. 7.30 pm 
Tuesday, November 21. 

Biemivovam Posticrry Assocta- 
Tron, J Aspinall on “American 
Priming houses.” 
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plastic tus 
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screen and reverse 
vincingy preot t 
qualities Now, 
advances 
Vary us ir 
and Kodatrace } 
sional! stability is | 
surface. It accepts ink, pencil, pais 
with greater facility and tenacity 
parency is as high as ever. 


THE ORIGINAL PLASTIC FILM 
ipplied "L4rwid n s. 
ha tl 


9” 20 yo f 10 yard _ 


tribtdor 4.0. Slomm Craven House, 12), Kingsway, London, W.C.2 WHOL. 6086 


; 
eR aeeyggpetenigettergen: 


The Majority 
» of British Car 
~ Manufacturers 


rE LS ROYCE -MC 
my 
Pid AGUAR DAIMLER 


ADVERTISER'S WEEKLY 


SCOTSMAN 


maintains a consistent circulation 
throughout Scotland's middle 
and upper classes, and is the 
most effective morning news- 
paper in which to advertise to 
the country’s influential markets 


SCOTLAND'S NATIONAL NEWSPAPER 
North Bridge, Edinburgh 63 Fleet St. E.C4 
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There 
iS SO years 
yea wo r 
xhibition Ser, rid wide experience behing 
the leading exhib; M and conse, the Piggotr 
requirements of ultural uct Stands for 
their advertis nga 
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Seve soup s) 


Woe me 
worr 4 
te tien £ ¥ nd expense 


PIGGOTT BRo ee 


Official Contractors to ¢ po! exhibitions 
220/226 Bishopsrate, London, E.C.2. Tel. BiShopsgete 485/ 
Piggott also supply Street Decorotions, Flags, Flogsteffs, Tents ond Morques 
" 


Re ne RR Ry, 


ea apParaae 


—EEE 4s a | 

| | ig 

| we | BAS | 

B /yitor Bet he 

j YY é \ . 

| Kodatrace /: _ Py reds | 

ff is — ee 

ee ee oll ix : 

i ery | THE | 

: cise, ow rcooves | 1 

: Its dimen dine Z 

ice” PD ] 

: odatrace 7 Ss ) 

2. = 3=—Se ™ r:, 

aes orK a 

ig foe : \\\\ i 

| | (@ecory, ff 

| ftDUNLOP EMBER ' 

a: ° oye If ys \ 

_ ijomen i. ee 

: ap THE WORLD'S ; fA di asd 

3 Aus v MASTER TYRE a bd ie | am eat Monoger ; 
i r 

a 


Le ET a te 


auptineese 


ADVERTISER'S WEEKLY 


HERE’S help for all concerned with 
marketing and advertising 


THE 
AFRICAN PRESS AND 


ADVERTISING ANNUAL 
1950 


Ihe only reference work of ts kind a comprehensive band 
book on Africa The Union section comtains a complete Press 
Guide and covers fully all other advertising facilities There 
is also a Prew and Advertising Who's Who 
Informative articles nd Pre Crude Gctaile cover 27 other 
African Tetritones ncluding Belgian Congo, British W Afrea 
Kenya Rhodesia the Suda Tanganyika Uganda Nyasaland 
keys te, et 


371 Pages, 6] in. by 5) in., well Mustrated, bound 
in cloth. 


PRICE C4! (cash with order). Post Free. 


THE PUBLISHERS 
604 BOSTON HOUSE, STRAND ST., CAPE TOWN 


(P.O. BOX 334) 


\ T) \ ER T | S | \ (; A country printing works (26 
AGENTS 
PRINT 


KEEN PRICES 


miles London), fully equipped 
NN with modern fast-running 
8 crown folio automatic presses, 
is now able to deal with addi- 
tional London jobbing work 


QUALITY WORKMANSHIP 
A SPECIALITY 


LONG RUNS 


Prompt delivery by own road transport 


WORINGHAM 
BRACKNELL & 
TIMES 


(PRINTING DEPARTMENT) 


READING ROAD 
WOKINGHAM 
BERKSHIRE 


PHONE: 
WOKINGHAM 389 


CAMBRIDGESHIRE TIMES 


GROUP 


64,292 


TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 
London Representative 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


Jan. To June 1950 
AB.C. Figures 


Copies 
Weekly 


PUBLICATIONS NEWS AND NOTES 


NoveMBER 9, 1950 


‘Municipal Journal’ 
Puts Price Up 


Announcing an increase in 
price of the Municipal Journal, 
from Is. to Is. 3d. because of 
increased costs of printing and 
paper, P. D. V. Hackett, general 
manager, says: “We feel that it 
is unreasonable always to expect 
the advertiser to support the full 
load of increasing production 
costs, and it is our aim to spread 
this load as evenly as possible.” 


As from the December issue 
Reginald Harris Publications 
Ltd. have been appointed the sole 
advertisement representatives of 
Local Government Service (circu 
lation 221,500). Over the last six 
months there has been an average 
monthly circulation increase of 
7,000 per issue 


Title of British Farm Mechani 


ration has been abbreviated to 
Farm Mechanization. October 
issue, delayed owing to the print 
ing dispute, will be published to 
day (Thursday) 

Basil Clancy Ltd Dublin 
have signed an agreement with 


Pattloch Verlag, Aschaffen- 
for the publica- 
edition of 


Pau! 
burg, Germany, 
tion of a German 
Junior Digest. 


October 27 Tailor and Cutter 
successfully overcame the print 
dispute difficulty with hand-drawn 


headings and cross-heads and 

typescript for the editorial 
Flight of November 2 was a 

10-page emergency edition for 


free circulation 


November and December issues 
of The Indian wil! be combined 


and will appear on December 1 


SILK SCREEN ARTS L 


97 SHIRLEY ROAD CROYOON 
AODISCOMBE 47-6 


HIGHEST GRADE 
CLEAN © SHARP 
CRAFTSMANSHIP 


consuct us For DAY-GLO 


LIC.39 


FOR QUALITY 


SILK SCREEN PRINTING 


MODERN 


| PUBLICITY SERV 
39 WEST HILL, WANDSWORTH : wis 
Phone VANdyke 6667 


Despite the printing dispute 
both October and November 
issues of the Homefinder con- 


tained 64 pages and covers. There 
were displayed and classified 
advertisements Both issues 
were printed in photo litho by 
Pictorial Printers (Edgware) Ltd. 


The Outfitter 
maintaining uninte 
cation throughout 
stoppage Issues 
pages. 


succeeded in 
rrupted publi- 
the printing 
averaged 40 


South African Hotel Review 
has been acquired by The Buyer 
(Pty) Ltd. South African Journals 
Lid. have been appointed to re- 
present the paper in this country 


Owing to the print stoppage 
The Car & Car Topics wil! not 
appear this month. Publication 
will be resumed in December. 


K.L.M. PUBLICITY SERVICES 


Despite the similarity in name, 
there is no connection between 
K.L.M. Royal Dutch Air Lines 
and K.L.M. Publicity Services 
(Reading) Ltd The _ initials 
K.L.M. were embodied in the 
title of the latter company be- 
cause its founders were Messrs 
H. V. Kennedy, A. H. Lukins and 
Cc. C. Mendham. The last-named 
withdrew after the application for 
registration had been lodged 


Legal and Gazette 


JUDGE SAYS ORDER 
‘UNHAPPY’ DOCUMENT 


Advertising Litd., failed in 
advertising fees against 
Streatham. in the 
last week 


Internationa! 
a claim for £117 
hairdressers 
Bench Division 


The é11 it was fed. was duc 
under mtract entered nt by Mrs 
Herbert Victor Peduzz a director of 
Saches ] for three years’ advertising 
in a cinema programme at ISs, a week ut 

For the deferce t was argued that ar 
there never had been a contract, but a 
yly an offer This offer, i was con- 

made with the 5 


Giving judgement, Mr. Justice Harman 
said he was satisfied that any bargain = 
made by Mrs. Pedurzi in the urse of ; 
upon the mpany 


business was binding 


businesslike lady 


Programme ~~ 


because the more ic 
them the more confuse d he wil 
Some of the nditions were 
They imposed no obligation 
plaintuft mpeany to put 
It was a document which 
party and not 
viler was a < 


reads 


upon the 


advertisement 


had not been made 
ymtract made and 
vald have judgment. with 
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APPOINTMENTS VACA 


LETTERER 
and VISUALISER 
with Ideas 


The Publicity Studio of a large 
Periodical Publishing House re- 
quires a first-class letterer and 
visualiser. Must be able to pre- 
pare quick, workmanlike scamps 
from copy supplied for every 
type of advertisement as well 
as finished lettering for Posters, 
Showcards, Leaflets, Press Ads., 
etc. 

Excellent prospects for the man 
with ideas and the ability to 
transfer them quickly to paper. 
Full particulars to 

Box 855 
Advertiser's Weekly, 180 Fleet St.. E.C.4 


ASSISTANT required in 


Advertising 


Department of importam engineering 
Company in Cardid area baperenced 
layout man and capabi« i occamonail 
finished artwork Koowiledgc { print 
ing production and ei perence in 
departmental routine and responubilities 


Full details, age and salary 
to Box 119 CR 29, Hertford Street 


WIRST CLASS SP ALE-SALESMAN re 
y 


ur well-known group of pub 
nshung mpamecs Details of age and 
expe < mn sir confidence, Ww 
Box 895 Ad. Weekly i180 Fiect St BCS 


OPPORTUNITY for young man in space 


saics “ of well-known West 
inital training will be as 
ve w established publica- 
hem for cxecutive position 


departme 


Remuneration about 
wmmence Applications in 


full detail wo 
Box 889 Ad. Weckly 180 Fleet St EC4 


THE BRITISH COUNCIL 


invites 


applications for the post of 
CIRCULATION MA JAGER 
for an established monthly maga- 
zine selling overseas; to nego- 
tiate sales and to organise pro- 
motion campaigns. Candidates 
should preferably be men, with 
a good general educational 
background. They must have 
experience in sales promotion 
through both trade and indi- 
vidual contacts and must be 
able to write good letters and 
circulars. Gross salary accord- 
ing to age, qualifications and 


experience up to £800 per 
annum 

Write, quoting ~‘Circulation 
Manager’, and enclosing 
stamped addressed foolscap 
envelope, for application form 


and further particulars to the 
Director, Personnel Depart- 
ment, The British Council, 65, 
Davies Street, W.!., to whom 
completed forms should be 
returned by 23rd November 


PRODUCTION. 


Experienced production 
man required by well established Lon- 
don Agency Previous Agency exper- 
ence and a sound knowledge 
typesetting. ct 
and progressive posit 
good salary Write stating age, caperi- 
ence and salary required two 

Bon 9100 Ad Weekly 180 Pleet St BCs 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT 3%. per tee. APPOINTMENTS ©) 
panel 36s. per tech. A other clauifications \ , 


24 letters, . Bex sember counts a: one fee and & to ». te 

Additions! fee of 94. & charged for axe of Box Ofice. Series discount »7 

insertions, 54, om 13, 10%, om 26, 15%, om Sl. AM advertivemests for te Ge «ven 

imsertions MUST BE PREPAID. Address: “Advertiver’s Weekly.” 196 (ec scot, 
ondos, £4. “Phowe: Chancery 8644. 


APPOINTMENTS VACANT 


YOUNG MAN OR WOMAN required 
for Voucher Checking Deparumem. Some 
experience easents Write of phone VISUALISER 
for OpCIRUMent Smec's Advertning 
Lid 1S Duke Street, Manchester REQUIRED 
Square. W.1 (WELbeck 0774) 
NEWS EDITOR required tor enabliched by London Age 
week wade paper Position offers 
pienty of ope for young, energetic Essenciol qualifi ‘ 
man thoroughiy cxperienced in ocws Agency experience 
journ. ism 
Box Ad. Weekly 180 Pleet St BCs | ym sense, know 
ee BUYING ASSISTANT wanted by typography, enth 
Agen. in West End Must be good 
Shorthand Typist and — previous Write 
expeneme. Good pros Bes 9712 


pect 
Box “6 Ad. Weekly 180 Fleet ms hee Advertiser's Weekly, 180 Fleer 6. 4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


VANTONA TEXTELSS Limited beve 6 


vacamy for Junior ae Amimanmt if 
Pubboty Departmen Age O'R 
Koowledse of prinung will be an 


Reply by letter to Head 
Office. 107. Por and Street. Manchester 


ALL. BOUND ARTIST reo P 
STILL LIFE My - By . 


a0 advantage. bul mot csecr 


. - . full details of cxuperience. © ‘ ary 

A position arises in our required. No letters answ “ 
these details are given 

Studio for a TOP-FLIGHT Box 684 Ad. Weekly 180 Plect S ECS 


still life artist, copabie 
of good wash and scraper 
board work. First class 
salary to first class men. 


LEADING NATIONAL 
newspaper group requires capsd« 
organiser (under 35) for put 
events, State age, career decals 
salary required, in strict confidence 
to 


| 
CHAMBERLAIN STUDIOS Bex 88 


SALES 


REPRESENTATIVE 


required 

in London by leading Display and 
Exhibition organisation. Proved 
selling record essential, prefer- 
ably in this field. Advertising 
Agency Account Executive with 
experience of this business and 
flair for selling also considered 
Payment by salary, expenses and 
commission and we are inter- 
ested only in applicants confident 
of earning four figures and with 
initiative to create sales as well 
as to look after the obvious 
prospect. Full details in confi- 
dence to 


Box 89! 
Advertiser's Weekly, 180 Fleet S¢., £.0.4 


SECRETARY to 


Managing Director of 
Lonadog Advertmag Agen.y Very well 
educated and highly imelligem lady 
og zs.” Skilled shorhand<4ypm 
Able to deputiee and ac Of Own initie 
uve Weil paid, first cam, permanen 
Five-day week 


progressive situation 
IMITED Advertiser's Weekly, 100 Fleet Sc £4 9 w $30. Write in Gre place with 
2 LUDGATE HILL | ow tolls of ase educahon, ciperience 
. * abon 
ECA Centra! 3570 SILK SCREEN AND DISPLAY Box B33} Ad Weekly 180 Fleet Si BC4 
petemt man wanted. able tO cor avy 
schemes for Company with bra . POSTER Seon reauine heen, — L 
PUBLICITY SSISTAN ' | work on own initiative, Good wages North London require keen, encrectk 
well-known oo a F a | Chelsea areca oF near. Manager ee, * M eoaeid “Woun D 
engineering organisauion in outer West Box 809 Ad Weekly 180 Flee A Wense 6 co 
Longon ladividual who combines 
wrung ability with adequate technical 
Guaificauons. Able to write for editor 
“)) 6OlOEsS Sales publications house 
journal, techmcal insirucions manuals, | 
et, some knowledge of typography | 
and layout desirable but oot essential 
Preferably with some expericnce im air | 
cram and scientific instrument industry. | 
Send full partiulam of qualifications | 
and salary required. in confidence, w SENIOR 
Box AC. 57131, Samson Ciarks, 57/61, 
Morumer Street, W.i 
LETTERING ARTIST. Young. quick OUN x u Ww 
worker imeresited in producing Film ACC T E EC Ti E 
Press and trade advertisemens in Lon 
don Good opportumty for right 
appinant Detaus and salary to 
Box 89) Ad Weekly 180 Ficet St BC4 WANTED 
REQUIRED, YOUNG MAN as Ediuora 
Assiamt for wade magazine covering | 
the footwear and icatner industries. | £ 
Previous wade magazine experience | Mather & Crowther Ltd. want 
advmable | 
Box &8% Ad. Weekly 180 Fleet St BC4 one more male Account Execu- 
PRODUCTION. Fir clas Production 
Man required Must have at 
years’ recent Agency experience. Salary tive who has worked in a large - 
approsimately £750 per annum Only 
first class men need apply. Write in service agency, has handled 
confidence, stating age. experience, cic, 
to i 
Box 865 Ad. Weekly 180 Fleet St BC4 major tional accounts and 
MALE ASSISTANT aged 25-30, required 
in Adverusing Department of large has rea! experience of contem- 
manutacturing Company in London 
Previous capernenc in Adverusng 
emenisl. Maometee ol cane @ads porary research, merchandising 
an advantage Abie to handle corres 
pomdc nce dminbuuon a adverimine 
matenass and rco.ords S-day week and c py testing practice 
Permanent pensionable postion. Apply 
giving details of age engesience and Letters, with photographs, 
tees required. Stafl < — Wy B. I 
cnicy's Telegraph Works Co. Lad 
Mitton Court, Dorking, Surrey | should be addressed to 
ADVERTISING AGENCY in West Ena | 
have acancy for shorthand typist | 
cxapenence in Space-Buying deparumen 
an advantage Also Copy Typim for MANAGING DIRECTOR, MATHER & CROWTHER LTO 
orders and invoicing Five-day week LLP A 
soe] prospects and pleasant surround 
mgs. State age and salary required, « BRETTENHAM HOUSE, WCQ 
Box #53 Ad. Weekly 180 Fleet St BC« 
LAYOUT MAN with knowledge of 
typography required immediatciy for 
wganmation specialising in the produc 
ton Of tecbnical catalogues and other 
publicity matter for the building and | 
alhed = industries Picase give bricf | 
devails of capenence and salary required. | 
Box 580 Ad. Weekly 180 Flees St EC4 | 


"Phone your Classifieds to CHA 8844 (Ex 23) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Put some letters 
after your name 


by studying by post, in your 
time, for the A.A. Diploma 
LiPA. LS MA 
etc. Full details of expert ‘“NO 
PASS—NO FEE tuition, mod 
erate inclusive fees payable by 
convenient instalments, and the 


examinations 


widest range of Courses in ail 
branches of Advertising. Sales 
Management, etc., are given in 
our 136 page Handbook ‘HIGH 
PAY & SECURITY Send for 
your copy today, stating subject 
or examination that interests 
you—FREE and without obliga 
tion 


BRITISH TUTORIAL INSTITUTE 
466 Avon House, 356 Osford St, WI 


UNDO COPYWRITER IDEAS MAN 
i p ' i 


‘ are r I 


SUK SCREEN OFPPFRATOR 


t APA ’ a t) I 


Road é 
PDITORIAL LAYOUT ARTIST 
for bie 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


rey, neal #1 Private Secre AN ADVERTISEMENT Kepre 
. . selhnr 


taries, Clerks, etc “u are im urgent * 
f pot act Rasbessy Bures Sit 
bx Hi W hitcom Street. W ¢ 4 
WHiltena #24 We epecislie nica work a 
* Personn Age at : ars breferre 4 
Pow ‘ pe of earty 
LAYOUT ARTIST required. « s + ‘es a 
— bon 9 Pies 9 BCe 
' , 
Count. Chancery Lane. W EXPERIENCED CLERK quires to run 
—_— t * 
| ‘ 2 yping 
Food Ime D W rite 
T | re M G Ang Balt 
op grade || Prokce Co, | a 
Str i t HOP 434 
ACCOUNT | tyenee ster sires Max | 
. 4 ‘J cen P The 


EXECUTIVE snd 1 o'dack Studio Productions Lid 


ADVERTISING AGENCY offers director 


required by London Agency t m able to intr 
specialising in Technical Adve c Ex r and ability 
tising. As his work would be Box Ad Week Flees ace 


the creation of advertisements 


WANTED! 


AEROGRAPH 
SPECIALIST 
Retouching, still life, etc 
Experts only apply 
LETTERING 
ARTIST 


First class work 
For seventy-year old studio 
in the Strand 


Bex 875 
Advertiser's Weekly, 180 Fleet St., EC 4 


= — REPRESENTATIVE 

4). required for evening and 

weekly papers: Midlands arca Eapen 

emcee necessary in layout and canvasing 
tu parti ulars 


Tite te 
Box 879 Ad. Weekly 180 Fleet St EC4 


and sales literature of a high 
order, he must be mentally 
alert, possess imagination and 
be able to write good sales 
impelling copy. These qualifica 
tions make previous agency 
experience essential. Excellent 
prospects for a man who really 
knows his job Letters, which 
will be treated in strict confi 
dence, should detail past career 


1g Manager 


Box 684 
Advertiser's Weekly, 160 Fleet Sc.,E.C.4 


A ADVERTISING AGENCY requires 2 
“s y “« woman for t checking 
" A ad in © typing. Must be keen 2 for a man 
s } ark fer ¥ 
fox 8 Ad ' ee ae | Box 878 Ad. Weekly 180 Fieet haa 
| WATERMAN PEN CO. LTD. 
ADVERTISEMENT REPRESENTATIVE 
j | g new, atiracti 
r I ‘ m 
} nis 
MAN WANTED Seis as ES Fs Bs 
younNG LADY 4 ! bad anmrw 
te Ae t vl ic 
WA - t Ne t Ja week 
R Mt oO 44m 
M . A ¢ Sy Ltd. need anothe TRCHNICAL ART STUDIO would bh 
“ ‘4 * enced 
ing ! in with eXperience - “ 
) “le premit offers s \ ‘ 
premiun te : 6 he 
. . r s A 
ced i ning, dealer aids Box 8% Ad. Weck 80 1 C4 
Nic i varket research 
narket researc! NATIONAL ADVERTISERS | 
} , quire se e Assistant 
Must be tatistical analysis orale sbiy ye e mus es on 
ced National Serv Experi« of 
nd f ‘ Pp ow how to draw tee doapece Sth ced ban 
: rdering e vv © sta c age 
marketing con nd be willing to ed — n gee e and sala 
ks ’ , quired to Advertwing Manager 
pen ‘ Some selling and BURROUGHS ADDING MACHINE LTD. 
356 Oxford Street, London, W.! 
Ive ng ce an advantage 
Writ Ta § fucation nd SHAK SCREPN OPERATOR waned 
« i N educ ‘ inc % » c glass 
t ‘ work, goo wages = an 
exp kK P< Kingsbury 
\\ King ’ bk Mon 
NV 
DIRECTOR OF MERCHANDISING gy i Every opm 
‘ an St .- 
MATHER & CROWTHER LTD. = ho 
BRETTENH'M HOUSE ce ron, Wi Museum 
LONDON, wW.c.2 salle 
TWO TROCHMNICAL ARTISTS red 
M @ fen \ dor 
s an 1g Sta and 
B 2 180 F St BCA 


Waterman Pen Co. Ltd 


require young creative man to assist Adver- 
He should be capable of de- 
veloping ideas and able to prepare working 
roughs and finished art work. Knowledge of 


Print Buying is essential 


Here is an excellent opportunity available 


with these qualifications 


Apply Secretory 


The Pen Corner, 41 Kingsway, London, W.C.2 


*Phone your Classifieds to CHA 8844 (Ex 23) 


SECRETARY required by one of the 
Dire ts of a well-k 


fvertising an advamage 
Particulars of age 
specds = expenence m stret con 
fidem ¢ 

Box 8o4 ad Weekly 180 Pleet S& BO4 


T. B. WADDICOR 
AND PARTNERS LTD. 


want an 


ASSISTANT 
ACCOUNT 
EXECUTIVE 


lf you have a good head for de- 
tail, can organise, do not mind 
hard work and feel that you 
have the qualifications which 
with time will enable you to be 
an executive in your own right, 
you may be the man for whom 
we are looking 

Please write to 


27 SHAFTESBURY AVENUE, W.! 


bapa Br —_ a TYPist 
qa Advertimng Ag Pro 

r bn " with —— lee and 

. 3 work S<ay week Hours 


Bos 9711 Ad. Weekly 180 Ficet St BC4 
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NOVEMBER 9, 1950 


APPOINTMENTS VACANT 


CANDIDATES FOR 


THE A.A., LLP.A., and 1.S.M.A. 
EXAMINATIONS 


are offered a coaching service 
which has won remarkable 
successes, including a large per- 
centage of the A.A. Diplomas 
awarded in recent years and 
LS.M.A’s Pickup Medal in 1944, 
1946 and 1948. We also offer 
non-examination Courses, both 
comprehensive and specialised, 
in modern Advertising, Sales- 
manship, and Sales Management. 
Send for our 28-page booklet 
“Advertising’’ or ‘‘Salesman- 
ship and Sales Management"’ (36 
pages). Each is packed with 
practical information. They are 
free. So are the willing services 
of our Advisory Department. 
INTERNATIONAL CORRESPONDENCE 
SCHOOLS LID., Dept. A.W. 4 
international Bidgs., Kingsway, W.C.2 


Box 1 Ad Weekly 180 Fleet St BC4 
ADVERTia a REPRESENTATIVE 

Pern st t ¢ man 

Salary £400) $0¢ per ww a “ordung 

x perenc and NSCS Nr fully 


Box 90) Ad Weekly 180 Fleet ‘St bc 


ARTIST 
VISUALISER 


required by 


C. & A. MODES LTD. 


Considerable scope for a 
man (Or woman) with a 
Fashion style. He or she 
will be required to work 
4s a member of a team of 
artists and copywriters 
engaged in the creation 
ind production of Press 
advertisements, folders, 
posters, etc. Write in con- 
fidence giving 


particulars 


of age, salary required, 


ADVERTISING MANAGER 
C. & A. MODES LTD. 
WORTH ROW - MARBLE ARCH - WI 


AMBITIOLS 
with exper 
stration Must 
qua “ 
nigh claws Ne 
ae uimat ~ y 


AGENCY 


PXECt reve 


a 
Box. 9706 Ad Weekly 180 Fleet St BC4 


APPOINTMENTS VACA 


SPACE SALESMEN REQUIRED fxr 
Nona { England and South W 
Tbe Manchester Ofc of Howards 
Pebiicey Led., requires Space Salesmen. 
Preferably rewding im the above areas 

Adverusme Space on Buses 

Goo commeason and expenses. Only 

men fully cupericnced in this type of 

work need apply Write of teiephonc 

Mr. . Gilder, Howards Publicity Lid 

iJ4 Deansgate, Manchester, 5 cic 

PSone: Biackiriars 845. 


STALE SEALER required tor weekly 
t Magazine 

40s Ad. Weekly 180 Piect St BOS 

YOUNG ALA-ROUND ARIE! ro 

tod ayout lettering «and =n 

i raune wow oOpportudity for 

ma man Stale) =«selary age 6oand 

ear 


ence 
thon ¥ Ad. Weekly 180 Fleet S: BC4 
sti. Life® ARTIST. Permanem pow 
“icred 10 Men wih cApenence of 


" ass CalUOeUe Work Amity + 
we an aDrasn cmeotia bacedcm 
work mauens, forty hour ween 
“rie, phone or call 


Curcon Arts, Lid 


SELRETARY /TYPist tor Has Cams 

tod Agency Very geod sary 

it wiles © wunderiake 44 kinds of 
IDbvOk & eur ele 

Box 9705 Ad. Weekly 180 ‘Fleet Mw bs 


MANCHESTER, Production, copywritins 
‘SUAUMNg 2fd COMACt Man sceas pow 
“ity aod hard work are 
ons for advancement 
Hox 555 Ad. Weekly 180 Ficet St BCA 
caperiemed representa- 
uve and Worough pracucal knowicuge 


yournal adv crusing socks Posuce 
Auverusememt or Publicity Manager 
Small capital investment if required 


Hox Sho Ad. Weekly 180 Fieet BC 4 
PROGRESSIVE POSTTION sougnt by 

capenenced young Man in prinung 

puowsning. Own Car 

tox S58) Ad Weekly 180 Fleet St BOs 
JU NBOR secks pom in Production Depart 

ment in Advertsing Agency Clerical 

work filing or rough advertisement 

adaptations Some kovwledgerc uf 

Producten routine work 

Box 577 Ad. Weekly 180 Fleet St BC4 
“= NG MAN, aged 24. wishes to start 
in Advertsing. Willing Ww tke 
recognised course of study 
would prove benefimal 

Box 869 Ad. Weekly 180 Fleet St BC4 
“ALL-ROUNDER,” DAA. U7), with 

fre—class copy layout and general 

Produciion ciperence seeks position as 

Pur y Manager * Assustant of as 

Lacvutive in Advertising Agency 

Box 573 Ad. Weekly 150 Fleer St BCs 
EB LANCE COPYWRITING. Ongin- 
y Dius prompt cxecution 

Box 574 Ad. Weekly 180 Fieet St BC4 
ADVERTISEMENT MANAGER with 

excelicmt space selling record and 

Agency conmmecuons is secking a change 

National and Techical Journal experi 


© 
Hox 544 Ad. Weekly 180 Fleet St BC4 


AL STRALIAN ARTIST can produce 
ahs figure work si (life and 

“s reproduction methods, desires 
postion with studio of Agency Loadon 


Bon 898 Ad. Weekly 
YOUNG ALL-ROUNDER of good edu 
caves. aged 24. with 2 years’ agency 
ea pericnce sccks poston as junior 
a unts cXeculive, assistant advertising 
Manager w similar work 
Box 89° Ad Weekly 180 Fleet St BC4 
GENERAL ARTIST (1)). cager to gain 
Aucncy aperiecnce, seckhs opening 
Box 893 Ad. Weekly i80 Fleet St BC4 
COPYWRITER of fre os ability and 
omederabic cxperence mpctem tw 
as mn other branches of advertiing 
notably Presentation Space Buying 
and Research seeks postion where one 
these abilities will be of 


al 
Box 860 Ad. Weekly 180 Fleet St BC4 


iii 


CLASSIFIED ADVERTISEMENTS 


FIRST CLASS LETTERING ARTIST 
with 21 years’ experience, secks changc 
Very keen on design | 
Box 9704 Ad. Weekly 180 Pieet St BC4 

YOUNG LADY age 20. hoo! cermh 

and typing. studying for 
D A. sy secks POwtiOon as Waince in 

London Agency 

OR Ad. Weekly 180 Pleet St BC4 
CLAS lecttering artist = secks 


ange —pr oes outien in West 


Lod me > na. Waki 
Box 9 eekly 180 Fleet St BCS 


FREE LANCE SERVICES 


COMMERCIAL ARTIS! 


om 
work (ime. tone and vr erng 
pocsa leet Finished work ar 
coteur rough 

Box 235 Ad. Weekly 1& Pic oe | 


A STORY TO TELL 
AND GOODS TO SELL 


Free lance copywriter offers 

services at Moderate terms. 
Box 355 

Advertiser's Weekly, 180 hice & £04 


ARTWORK, Letierine . w 
reguirements, skilfully \ rhe 
Artina It Jubilee Koad cam 
Surrey 

FIRST ALASS § lettering ne artist 


cm iretatee service 
Bou #76 Ad Weekly 180 Pic x ks 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS, 


Bode Jackets. Adverusing Folter. 
ee... bv photodiho ao icerpres 
owe O40 the PTOCEs plant 


CARILLON PRESS LTD 
Fine Cotour Printer. Boursemounh 
clephone: Boscombe joa)! 
London Office: 79 Davies § wi 
Phone GRO 6 


A FIRST CLASS opportunity for some 
body wo buy « monthly 
um@uc and nations mere 
lished corculation which wu 
raprdly Price moderate 
Box 851 Ad. Weekly 180 Flee & BCS 


AERIAL POSTER TOWING 


Nation-wide Service 
Reasonable Charges 
NORFOLK AIRWAYS 
Norwich Airfield, Dereham Rd Norwich 
Costessey 2065 


LIVE adverusing§ editoria aace 2 
years experience wn = Plee Mreet 


Mice. seeks represem addity proven 
cial-Foremn papers nighes posable 
credentials 

Box 9704 Ad. Weekly 180 Fleet St 


OPPORTUNITY 
Publishing and Advertining Comm 
Company Good 
around £2,500 per r 
ants report availate Busines 
established Quarterly magasrincs Prin 
cipals miy 

Box Ma Weekly 180 Fleer St BC4 


AUTHORS! ARTISTS! 
NATIONAL PIPE SMOKING CON- 
FERENCE invites pointed slogans 
pictorial (roughly) or wise 
FIFTY GUINEAS and prove other 
money prizes for entries sub ted by 
3th November Detais meantime 
from the Secretary 

8S GOWER STREET. wc! 


ACCOMMODATION 


SPACE AVAILABLE for four 
arusts im well equipped « 
small room suitabie for on 
Kingsway area, north hah 
projector, telephon ot 
roms. Wric Box 1089, « 
Stet, W 

OFFICES REQL wr tw « more 
light rooms in W « EC area. for 
small cnerects aeency with rowing 
accounts Willing to share « mim «da 
tien and place art work if required 

1 Ad. Weekly 1@0 Pieet St ECs 

ov DESIG NER requires smal! 


good haht and use phone 


off. « 

Hiliside 
OUTET RESPONSIBLE buncewwoman 

caceliem references. needs diven room 

lane mkiNng wr jitties. arene WC 

WC. WA of ty 

Bor 843 Ad Weekiy 180 Pleet St BCS 


| 


! 


your Classifieds to CHA 8844 (Ex 23) 


TWO OR THEED cofurmehed room a 
Offices required Fieet Street area. from 
December quarter day 
Ad. Weekly 180 Fleet St BOe 
ACCOMMODATION Two 

“as. approsimarcty ") «gf fi 

yoncctine door end forming self 


redecorated & 
Crose to Fieet Sereet Apply Keymen 


EMngham Hovune Arundel Street 
Strand, Wt 

PART comfortable Pleet Street ofhke to 
‘ juerteriy tenancy 


Box 9710 Ad Weekly 180 Fleet St C4 


OFPkK he SUITE three roome (Wem 
Storage annexe woe and 66 rennene 
wate Serand Charing (rom ila 


howvard Oui 


Ooms m Platen Prem, Mode 
Finshing Pree mk type cabinet 
PF | Edwards Led $99. Luston Road 
mio wi ft som) 
ROT arar R/RE. for wale Power 
hee: Ford Machine mp ce 


ina ‘i pomatiy Deampeng and Actomat 
S.npmng attachment LE acetiont wird 
on Write of Phone f Apmountment 
Advertsing Manse 
Frederxk Gorringe Lid Buckingham 
Palace Road. London, $.W 1. (Phone 
Victor 6606.) 
EXMISETION STAND, «tional w @ 
™ s wR iw foha God 
2 ae. s Mii, Biem wom 2 
ww ack CARBON PAPER, sect wee 
as] 16 


4 in, 10s od © sheets 


x & in. 100 sheets 10s Ihe 
Service, Tatsticld. Kem 
ASONABLE OFFER RB oe stp 
al Phatopninting and 
sipmem. Com cil Te 
rome 1 
GUILLOTINE for Salk Y dion as 
new 4 in. Rotary Harriid. Can be 
“en in NW Londoo Com ie 
fest offer 


Box 856 Ad Weekly 180 Pleet Si Bes 


' PRINTERS 


PRINTING CONSULTANT «© open to 
acoemt further work. primt buying, typo- 
graphy, etc 
Rox S82 Ad Weekly 180 Piet S& BC4 


PLATE MAKING «nd Machinery cape 
4 


wy shortly available | 
( tlw Luh Work 
I Aurport, Portemery 
CaEsvenraass, OFFSET, GRAVURE 
vor and no hrome Foreten 


Lemoneaes Dugdale Priming Lid 
i122 Wardour Street. London, Wt 


PRINTERS 


Are you seeking « Printer who has 
recently instaiied the undermentioned 
modern machmery to produce an 
established monthly 


2 Modern Automatic Double Demy, 
letterpress machines by Linotype 
Machinery Led Several srnaiter 
Automatic Cylinders Add al 
Monotype keyboards and casters 
Double Roya! and smaller folding 
machines 


W thie 6 80 we swite your enquires — 
Telephone Leytonstone |! 
(Minimum composition 
rum preferred ) 


G. F. TOMKIN LTD. 


$0115 Grove Green Rd , Leytonstone 


Macimum 


SPECIAL ANNOUNCEMENT 


See November 2 issue of Adver- 
tiser's Weekly, pages 30 and 31 
for the Advertising Services 
& Supplies Section. November 
30 will be the next issue con- 
taining these services 
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ADVERTISER'S WEEKLY 


Advertiser's 


It gives all the facts about Younger Budget Films— 

their production, distribution, audience and cost. Youngers’ Shoppers’ 
Gazette, a well-balanced aggregation of advertising ‘ shorts’ has 
proved its commercial value over 25 years. This type of economical 


budget film, in black and white or in colour, may be the answer to 


your problem. 


* 


Write or ‘phone for this booklet and assess the facts for yourself. 


YOUNGER BUDGET FILMS 


28 ALBEMARLE STREET + LONDON Wl + REGENT 6593 


THurgsDay, Novemper 9, 1950 


45/- (overseas) 


STOP PRESS 


B.T.C. PUBLISH 
“TRAVEL SURVEY” 


NATIONALS DEBATE 


“Advertising—provincial or 
national papers” will be de- 


bert- 


director, Provincial Newspapers, 
and Leslie Needham, director of 
advertising, Express News- 
papers. 


SPONSORED TELEVISION 


AT ETCIWORTH 
“Television Weekly” 
beoked two minutes — 
time on programme spo 
by Letchworth Wetovtowene ~~ 
sociation, in collaboration with 
radio amateur Ivan Howard, 
transmitted to-night (Thursday) 
by landline to Letchworth Hall, 
for audience of 400 Time 
booked by Central Advertising 
Service. Programme will be 


variety. 


SELF SERVICE ASSN. IS 
FORMED 


Service Development 
Association formed by group of 
distributors and retailers. Sec- 


moto 
man, C.P.V. director, has broken 
and gone to 


BRITISH REPRESENTATIVES 


R. Aynsley-Cooper now acting 
as sole British tative 
for Standard Rate 
— of U.S.A. D. 

inted British representa- 
o Fiying Dutchman,” K.L.M. 
published twice — - 


Fleet Street Column Club 
Christmas lunch will be held at 
Rooms, December 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led. ac their office at 180, Fleet Street, London, E.C4. 
November 9, 1950. Printed in England by Staples Press Limited at their Great Titchfield Screet, 


(Phone: Chancery 6844.) 
establishment. 
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